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BETTER SALES—BIGGER PROFITS WITH U-S-S AMERICAN FENCE AND POST 
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Millions 
of people will 
see this advertisement 
in the October 10th 
issue of The Sat- 
urday Evening 
Post. 


OINT out to your customers the comfort, the convenience and the 
economy of YALE Door Closers on all entrance doors. Here is a 
selling plan that has proved profitable for hardware dealers: Have 
one of your clerks spend an hour or two a day calling on banks, 
restaurants, retail stores, residences and other buildings in your 
community and wherever doors are not properly controlled, offer 
to install a YALE Door Closer on 10 days free trial. You can 
make a moderate installation charge, in addition to the price of 
the closer, and results will make such effort well worth while. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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INTER weather oftentimes 

causes as much “grief” with 
garage doors as it does with the 
car itself. Suppose we told you that we can take 
your present garage doors and transform them 
into an attractive smooth working swing-up door. 
A door that will save you much tedious shoveling 
of snow or chopping of ice. 


You have probably thought, like most people, that 
garage doors that swing up out of the way were 
too costly for you. Or perhaps you did not want 
to throw away a perfectly good pair of doors. 


We have something new which we know will 
interest you. A new type of hardware equipment 
which enables us to provide you with swing up 
garage doors at a surprisingly low price. It’s Stanley 
“Swing-Up” Garage Hardware Equipment which 
can be applied as well to old doors as to new ones. 


(YOUR NAME HERE) 
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This dealer has » pw a4‘ ilkers 
set aside a spe- 1 Me Cream Separators raat Mil ms wena 
cial place on his sian See 
display floor for 
De Laval ma- 
chines. He gives 
the De Laval Line 
special attention 
and as a result is. 
doing an excep- 
tional business. 


















25 to 50% of 
all separators in 
use are wasting __ 
enough butterfat 
to pay for New 
De Lavals in a 
short time 













































There Never Was a 
Better Time for Selling 
DE LAVAL SEPARATORS 


and MILKERS The World’s Best 
Cream Separators 


‘PRES never was a time in the 58 years of De Laval’s . 

leadership when the possibilities for the sale of cream an d M i i kers 

separators and milkers were greater, or when De Laval 

Dealers were better equipped to get the business. Sizes, Styles, Prices and 
The number of cream-wasting separators in use today 

which should be replaced with new De Lavals is enormous. Terms, For Every 

The number of dairy farmers who want and need new Need and Purse 


De Laval Milkers is almost unlimited. De Laval machines 
themselves were never better, and provide the best and 
broadest line of cream separators and milkers in the world. 


We are proud of our present dealer organization and 
of the high standard of service which they render to the 
dairy farmers of this country. 


We are always pleased, however, to get in touch with 
dealers who do not have the De Laval Agency, but appre- 
ciate its value, and if you are interested please write the 
nearest office below. 


THE DE LAVAL SEPARATOR COMPANY 


New York Chicago San Francisco 
165 Broadway 427 Randolph St. 61 Beale St. 





— 


There are four complete series of 
De Laval Separators, with 16 differ- 
ent styles and sizes rege J every 
purse range, and providing the best, 
broadest and most complete line of 
cream separators in the world. 


There are also two styles of 
De Laval Milkers—the famous Mag- 
netic, the world’s best milker; and 
the Utility, the best milker of its 
class in the low price field. 
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Taper Grinding 











Steel Plate 
Etchings 


Steel plate etching — the 
finest etching process 
known — adds beauty to 
the blades of Disston 
Cross-cut Saws. 


new luster, 
Nt been mys po tothe line 
Disston’s finest type by a full 
of teeth is now 5 
on a line. 








he Disston No. 114 
ross-cut Saw. Straight 


peat OY cock eae 
ground. 


he Disston 7 152 
Cross-cut Saw. 
back.T 





at ines of Gross-cut Saws 
id Taper Grinding 


Keystone— ev Disston 


Disston proudly presents the new _ every single Keystone tooth. 
Keystone Cross-cut Saws—the VALUE Priced by Disston: Every Keystone 
Line. Popularly priced... but notin  Cross-cut will carry a price tag with —* 
the competitive class. A value hereto- _the price on it. You are sure of your Taper Grinding 
fore own in cross-cut saws in full margin on every sale, and that , 
its price range. margin is a business-like one. 
Curved Taper Grinding: The Wide No operation has been overlooked 
Keystone Sawsare ground byDisston’s to make the Keystone Line of Cross- 
Perfected Curved Taper Grinding cut Saws an outstanding VALUE Line. 
process, which means smoother run- With it you can meet and beat any These ee free and 7 


ie 








ning, faster cutting than ever before. competition, It will sell fast because because they are ground with 
Steel Plate Etching: Every saw is _ it is a better value and because “Made tapers not only from tooth 
etched by the steel plate method— _ by Disston” is etched on every saw. It ee pte gly: byte 
the finest etching process known. _ insures your profit because it is priced 
New Teeth: The Keystone line has >Y Disston — right on the price tag. 
the same long, strong teeth, with —_ It gives you ~——e you. need 
deep, wide ts, as Disston Cross- in stock to fill every call for a popu- N ew 
cut Saws. And the same improved _lar-priced cross-cut saw. 
filing methods have been used on Ask your jobber or write us. Steel Plate 


Henry Disston & Sons, Inc., Philadelphia, U. S. A. Etchings 
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New Teeth a aa 
Priced by a VMOU W 
D ; SSTO N ays * Be, i ; For the first time, the Key- 


stone Line is etched bythe 

steel plate process, the 

finest etching processever 
developed. 


You get 
your full 


cause Diss- 7 Candin é 
i h 
cea poles fecth sted onBisscon The Keystone Line — Made by Disston— 
oneachtag. used on Keystone. contains all standard patterns 
of teeth and lengths. 





Keystone No. 140 Cross- 
cut Saw. New perforated 
lance teeth gives faster cut- 
ting. Curved taper grind- 
ing gives better clearance. 














Keystone No. 540 Cross- 
cut Saw. Has new teeth of 
two cutter to one raker 
type. Curved taper ground. 


Keystone No. 954 One- 
man Cross-cut Saw. Two 


cutting teeth to each 
taker. Supplementary 
handle furnished. 

















because painters everywhere 
asking-by Name-for the Best! 


EEMS as if every Tom, Dick 
Ss and Harry in America is going 
into the paint brush business! So 
many “‘set-in-rubber”’ and “vulcan- 
ized-in-rubber”’ brushes that a dealer 
can hardly keep up with them. Now- 
adays, more than ever, it’s safest to 
stock genuine Rubberset Paint 
Brushes, the brand your customers 
know and ask for by name. 

50 years is a long time and Rub- 
berset has been building fine paint 
brushes— and a fine reputation —for 


more than half a century. When you 
show a customer a Rubberset Paint 
Brush, you don’t have to waste time 
telling him how good it is. People 
K NOW all about Rubberset’s qual- 
ity and stamina. 

Rubberset has made plenty of 
changes in its line lately. The catalog 
is cut in half to cut down your in- 
ventory, to step up your turnover — 
to increase your profit. Only models 
with the heaviest demand are left. 
Yet there’s still a brush to suit every 








are 


painter —a genuine Rubberset brush 
to fit every job. But there’s been no 
change in Rubberset’s high quality. 
Rubberset uses—will always use— 
the finest imported bristles and the 
finest setting process in the world, 
the Rubberset Process. 

The simplification of the Rubber- 
set line has brought increases as high 
as 100% to dealers who concentrate 
on Rubberset. Get your share of 
these profits. See Rubberset’s profit- 
packed 1936 line without delay. 


RUBBERSET COMPANY 


(TRADE-marx) 


PAINT BRUSH DIVISION — 56 FERRY STREET, NEWARK, N. 
Ow NERS HIP 
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SELL MORE,PLANES 





MILLERS FALLS | 





These points count 
with men who know 
good tools... 







t Three Point Bearing Lever Cap 
@ Heavily Reinforced Seasoned Bottoms 


3 Solid Tool Steel Cutter. Perfect Fitting 
Cutter Cap 


Comfortable Solid Rosewood Knobs & 
Handles 


5 Self Aligning Lever Cap Tip 


Your best customers are the ones who go 
for Millers Falls planes—men who know 
a good tool and who are willing to pay 
for quality. 







Then, too, there’s extra profit in top qual- 
ity of the kind you'll find all through the 








Millers Falls line. Good tools are selling 
better today than for many years. Cash 
in with Millers Falls. Send today for cat- 





& Sensitive Depth and Side Adjustment 
of Cutter 












Beautiful Machine Work and Finish 
Throughout 


alog 41—also particulars of eleven new 
tools that mean extra business and more 
profit this fall. 


MILLE RS D FA LLS s C OM PA NY 
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This advertisement, which directs the public’s 
attention to the important services of dealers in 
steel products, appeared in The Saturday Evening 
Post, Sept. 26. . . Collier’s, Sept. 26... Business 
Week, Sept. 26... Nation’s Business, October. 
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EAL telephones are ringing, placing 

real orders like this—thousands 

of times every day, all over the coun- 

try. At the other end of the wire is a 

loca] merchant who sells steel and steel 

products—there is at least one in 

every community. He is the dealer, 

the jobber or the distributor selling 
by the pound, foot or ton. 

In this intricate age of ours, living 
would come to a standstill without 
steel distributors. For example: An 
explosion wrecks a small factory build- 
ing. Men are out of work; the plant 
can’t operate. The contractors rebuild 
the structure over a week-end because 
they can get the many necessary kinds 
of steel—tons and tons of it, at once 
—from a nearby steel warehouse. Or a 
homeowner, doing a few odd jobs around 
the house, needs a pound or two of as- 
sorted nails. He gets them, right away, 
from a local dealer, who has all sizes in 
stock because he is able to replenish his 


AMERICAN BRIDGE COMPANY «¢ 
CARNEGIE-ILLINOIS STEEL CORPORATION ° 
FEDERAL SHIPBUILDING AND DRY DOCK COMPANY «+ 
SCULLY STEEL PRODUCTS COMPANY ¢ 


CEMENT COMPANY 


UNITED-STA 


AMERICAN STEEL & WIRE COMPANY 


COLUMBIA STEEL COMPANY ° 


TENNESSEE COAL, IKON & RAILROAD COMPANY 


pipe— 


it snappy!” 


supply overnight from a nearby jobber. 

Other steel jobbers-and distributors 
supply the pipe that plumbers use, or 
the steel girders to be placed in the 
basement of a home, or a small piece 
of alloy steel needed by a machine 
shop, or the electrical cable required 
by an electrician—even a few pieces of 
stainless steel for a store window. 
Farm and lawn fences, poultry net- 
ting, wire rope, galvanized sheets for 
barn and house roofs—practically any 
kind of steel that anybody uses—are 
carried in stock by these distributors, 
ready fordelivery atamoment’s notice. 

United States Steel is proud to be a 
part of the service made available by 
these distributors. Bridges, ships, 
buildings, railroads—these require 
huge tonnages of steel. But the biggest 
purchasers of all are the distributors 
_—selling to thousands of individuals 
and businesses. Their success is vital 
to the success of United States Steel. 


CANADIAN BRIDGE COMPANY, LTD. 
CYCLONE FENCE COMPANY 
NATIONAL TUBE COMPANY «+ OIL WELL SUPPLY COMPANY 


UNIVERSAL ATLAS 


United States Steel Corporation Subsidiaries 
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GIVE THE DEALER 





Help is what the dealer wants—help is what he gets 
from these Superkleen Brush Displays. They sort out 
the entire line of brushes according to types of paint 
jobs, get them out of drawers and cabinets, arrange a com- 
plete and orderly department right in the line of sales fire. 


Ne two merchandising problems are iden- 
tical. In designing a display piece for your 
product, in your retail field, you need the help 
and experience of specialists--men who are 
tackling and solving the really tough merchan- 
dising problems of today. Our Merchandising 
Specialties Division, made up of such men, offers 
the only complete service of its kind. Not only 
has it ready access to our Marketing Depart- 
ment, but it is in a position to employ, through 
its Art Department, the finest artists and de- 


signers in the country. 


AND HE’LL GIVE YOU 


They attract attention, invite handling, help the customer make up his 
mind, help the dealer make the sale. In other words, they HELP to such 
an extent that the makers of Superkleen Brush are able to say ‘Special 
merchandising features like these make Superkleen the fastest selling 
line in the country.” 
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SIGNS AND TRAYS 
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Chat will hele you 
"STEAL THE SHOW’ 
in your localily / 
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PAINTS: VARNISHES- ENAMELS 


KYANIZE displays have always been vigorous sales-makers. 
q Here’s the latest Kyanize display —a handsome sleek fellow 
who works equally well on counter or in window. @ Sturdy steel 
construction . . . delivers maximum sales in minimum space... 
colors selected for greatest visibility . . . highspots the package 
and shows the smart colors of Kyanize Lustaquik — the quick- 
drying, quick-selling enamel. @ It’s yours, Kyanize dealers, with- 
out cost when you stock Lustaquik. Better order today. 


KYANIZE Paints, Varnishes and Enamels sell 
better today than ever. Kyanize agents never 
found the line more profitable — and 1937 sales 
plans are more powerful than ever! 

If you want progress—if you want profit — in 
your paint department, send the coupon without 
obligation. 


BOSTON VARNISH COMPANY 


Everett Station 
Boston Massachusetts 
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They Hold Customers Because 
They Hold Their Edge 


When you sell a chisel that holds a keen cutting edge, 
you are reasonably sure to hold a steady repeat cus- 
tomer. 

































Because carpenters and tool users require extra 
chisels from time to time, but unless the first chisel 
purchased is satisfactory they seldom return for 
additional tools of any kind. 


Union Hardware Chisels cut perfectly, are tempered 
exactly right, hold their rust-resisting cutting edge 
and every one sold sells another when customers 
need more of the same dependable quality. 


UNION 
HARDWARE 
CHISELS 


are made in patterns and sizes for 
practically every requirement. They 
are nicely finished—a pleasure to 
show and profitable to handle. Tool 
catalog No. 12 illustrates and de- 
scribes the complete line of Chisels, 
Screw Drivers, Hack Saw Frames, 
Tool Handles, etc. Send for a copy. 
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No. 110 Socket Firmer Chisels 


= segs grade tool steel. Blade and socket in one- 


Plain mtae— Te. 110 plain hickory handle. 
0 same, leather tipped. 
Bevel Edge—No. 115 plain, hickory handle. 
No. 125 same, leather tipped. 
Sizes %. %, %, %, %, 1, 1%, 1%, 1%, 
2 in. Blades 6% in. Also Socket Cabinet Chisels 
same sizes with 4% in. blaues. 


Ca Te ae SO 


No. 111 Socket Firmer Gouges 


Outside bevel—No. 1110 plain, hickory handle. 
No. 1120 same, leather tipped. 
Inside bevel—No. 1112 plain ‘hickory handle. 
o. 1122 same, leather speed, 
Sizes %, %. %, %, %. 1. 1%, 1%. 1%. 
2 in. Blades 6 in. Ali packed one-half dozen in / 
wood box. Also Chisel Sets of 6 to 12 chisels. Gouge 
Sets 8 to 12 gouges. Packed in boxes 


No. 125 No. 1120 


Your Jobber 
Will Supply You » 


EERE EPA LE 
HARDWARE COMPANY 


STABLISHED 


med -4-11\ ich cel <p CONN. 


NEW YORK OFFICE IS|I CHAMBERS STREET 
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“Ring The Bell” is no mere figure of 
speech — these two General Electric 
Hotpoint Toasters do just that. A 
pleasant little chime tells you when 
the toast is done. 

An even more pleasant chime is regis- 
tered in every dealer’s store when these 
two toasters are displayed. Their im- 
mediate public acceptance will keep 
your cash register jingling to the tune 
of profits —the sweetest tune to the 
ears of any dealer. 

Be sure to have an adequate supply of 
each of these beautiful toasters. Profit 
with G-E Hotpoint advertising in the 
Saturday Evening Post by displaying 
these toasters in your store and in your 
window. Let them “ring the bell” for 
you with added profits. 


€ ELECTRIC 


ENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONN. 
Beeb ARC H a2 5 Po RereenAL-£ LE C Pare 7. Bm Ree mame A D 
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YOUR WAT 


Water System business looks exceptionally good for 
Myers dealers this fall. Everywhere country and suburban 
homes and farms—(rural electrification)—will be modern. 
ized with running water before winter sets in. 


Plan your drive now to get this business in your vicinity. 
Display Myers Water Systems in your store and at your 
local fair. Personally contact and get your story of Myers 
Quality, Performance and Favorable Prices to every prospect 
in your trade area, remembering that whatever the water 
problem may be there is a dependable Myers Water System 
for the installation. 





Be ready for this business. Place your order with us 
today for your complete fall and winter requirements and 
profit accordingly. Inquiries receive 
prompt attention. Catalog and complete 
information on request. 


F. E. MYERS & BRO. CO. 














ASHLAND, OHIO 





FIG.2510 FIG.2739 








FIG.263! 





FIG.2700 
PUMPS-—WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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There’s money in oil-burning 
heaters. And there’s going to bea lot 
more, because all kinds of people 
are interested. 

So—why nibble when you can 
so easily carry a line that will meet 
every need and pocketbook? The 
Florence All-round Line includes 
powerful vented Circulating and 
Radiant Heaters with Sleeve Type 
or Pot Type Burners; non-vented 
Cabinet Heaters with Wickless 
Kerosene Burners; Kitchen Heaters, 
Garage Heater, Portable Room 
Heaters. Heating capacities range 
from 1,400 to 7,250 cubic feet of 
space, at zero. There are also Range 
Oil Burners for kitchen stoves, 
living room heaters, water heaters, 
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FLORENCE STOVE COMPANY 


General Offices and Plant, Gardner, Mass.; Western Offices and 
Plant, Kankakee, IIL; Sales Offices: Merchandise Mart, Chicago; 
New York, Boston, Atlanta, Dallas, Detroit, San Francisco. 





OIL RANGES 
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- GAS RANGES - 


Are you /N the Heater Business 
— or just nibbling ? 


and hot air or hot water furnaces. 

And to help you sell easily, each 
heater carries its own FACTS TAG, 
a ‘“FACTory Expert” on your floor 
to answer a// the questions. Every- 
thing is revealed, from the type of 
finish to the innermost detail of 
construction. 

And to help you dig up prospects 
there is the big rotogravure tabloid, 
printed with your name, ready to 
mail; beautiful window trims; at- 
tractive ad-cuts for your newspaper. 
There’s also a Florence Budget Plan 
to help you finance time sales. 

All in all you can build a sweet 
business in this rapidly-growing 
market—with FLORENCE, the line 
that’s got everything. 
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HEATERS - RANGE BURNERS 
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National DOOR BUTTS 














No. 500 Ball Tip Butt 





No. 502 Button Tip Butt 


a OO he eR Gor IE Oe. 





No, 504 Reversible Butt 





No. 538 
Narrow Loose-Joint Butt 
(Left-Hand) 











Enjoy all- 
year-round 
popularity 


ib pepe everywhere 
are enjoying steady 
sales of this all-season 
hardware. This is due in 
part to the wide diversity 
of sizes, styles and finishes. 
These butts will efficiently 
serve every swinging door 
from the lightest to the 
heaviest. 


There is a decided difference in 
the way door butts are made and 
in the manner of their perform- 
ance. In the manufacture of 
National Butts the finest of new 
materials are used—that is why 
they withstand the rigors of time. 
The careful designing and the 
accuracy of their construction ac- 
count for their smooth perform- 

ance in service 


\NAtIONAL —friction-free 


and trouble-free. 


MFG. CO. 
Write for details 
regarding sales 
representation. 
National 


Manufacturing Co. 
STERLING * ILLINOIS 


National Builders’ Hardware is sold direct 
to the retail dealer--a policy that promotes 
quality, service and direct selling cooperation. 




















No. 608 
Light Reversible Butt 





No. 628 
Light Ball Tip Butt 





No. 629 
Light Button Tip Butt 


Wrought Steel Template Butt 
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GIANT 
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Complete with No! Cells 








Here's the new Baby Copperlite .. . 
the small brother of the famous RAY- 
O-VAC. Copperlite. Made of solid 
copper, the Baby Copperlite is a 
handsome, handy flashlight that 

has eye and sales appeal. 
Lighter in weight and 

smaller in size, it fits 


the pocket without 





Multiply profitable flashlight unit cell 


sales with this attractive counter dis- Plys 


penser. Captures the buyer's eye, re- 

minds him to renew his flashlight 

power, and automatically makes extra gi * 
sales. Takes but a few inches of counter ow 

room and pays big dividends. Dispenser |\o— 


FLASHLIGHT 


BATTERY contains 48 No. 2 unit cells (for standard -” 


Cet woz 


sized flashlights) which retail at 10c 
each. Cost to dealer complete $3.12. FLASH LI GHIS 


COMPANY 


TT ER COMPANY 
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MOM SAYS KIDS 
NEED A LOT OF 
LIGHT NOW THAT 
DAYS ARE GETTING 


DARKER 
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MAZDA LAMPS made by 
GENERAL @ ELECTRIC 


WS 














MY MOM KEEPS PLENTY OF 
EXTRA BULBS ON HAND 








T'S WHY 












THe dark days of the eyestrain season are just ahead 
...80 see that you supply your customers with the lamp 
bulbs they need for seeing tasks . . . qua‘ity lamp bulbs 
such as G. E. Mazpa lamps that help protect eyesight 
because they Stay Brighter Longer and do not waste 
electricity. 

General Electric is helping you sell more Mazpa lamps 
than ever this month by concentrating the bulk of its 
advertising in 22 leading magazines and many news- 
papers. You can cash in on this advertising by display- 


‘ing current advertisements in show windows and on 
sales counters, and by using the sales arguments from 
the advertisements in personal selling. 

In addition, you can take advantage of the super adver- 
tising campaign in October to sell 1,000,000 L.E.S. 
Better Sight Lamps in 31 days. You can make this 
campaign work for you by displaying tear pages of the 
advertising together with the larger, sight-saving sizes 
of lamp bulbs these lamps require. General Electric 
Company, Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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A FAVOR WE OFTEN DO... 





Again and again our mails bring this 
request from men who use shovels, 
“‘Tell us where we can get a Wood’s 
Molybdenum Shovel!” Such letters 
show how solid is the demand for 
*“Wood’s Moly.” Experience has taught 
shovel-users that ““Wood’s Molys”’ re- 
sist wear better, are stronger and less 
likely to break even with constant 
abuse. They’re also lighter, easier to use. 

Such actual preference of the man 
who uses the shovel means one thing to 
you: You can sell more shovels, and 
make more money, if you can satisfy 
the constantly growing demand for 
Wood’s Molybdenum Shovels. 

And you get the extra advantages of 
small inventory, because the Closed- 
Back, an exclusive Wood feature, 
supersedes strap-weld, solid shank, 
and hollow-back shovels. The Closed- 
Back answers all needs. 

Make sure that inquiries from your 
locality are referred to your store. 
Build your shovel business by featuring 
WOOD'S brands of shovels! Write to 
your jobber today, or address THE 
WOOD SHOVEL AND TOOL COM. 
PANY, PIQUA, OHIO, U. S. A. 

















and you profit 


SELL THE SHOVELS THAT SELL THEMSELVES! 


1 The Closed-Back—provides a 

smooth back with unrivaled 
strength of one-piece design... 
also new simplicity of handle 
replacement. 


The Turtried Shoulder — 
strengthens blade, saves shoes. 
The Tapered Socket — Strong 
and solid, fits the hand. 








Shovels » Spades» Scoops 





Heat Treating — makes high- 
grade steels in “Moly,” Big 
Fist, Wood and Stuart grades 


hard, to resist wear. 
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Just 


Among 


Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Builders’ Hardware— 


Last month distributors and 
manufacturers of builders’ hard- 
ware met in St. Louis for a three- 
day convention. The news of the 
meeting is given elsewhere in this 
issue. Although attendance was 
light the business sessions of this 
group were directed toward very 
constructive purposes. The dis- 
tributors seek to have the manu- 
facturers curtail contract depart- 
ments which sell direct in competi- 
tion with distributors. Practically 
all distributors present had exam- 
ples of builders’ hardware manu- 
facturers selling “over their 
heads,” to the very customers upon 
whom the distributors depend for 
their markets. Sometimes these 
direct sales were to architects or 
builders but too many of the direct 
sales reported were direct to the 
actual buyer and prospective occu- 
pant. Obviously, builders’ hard- 
ware specialists, whether special 
departments in hardware stores or 
separate businesses cannot com- 
pete with the manufacturers from 
whom they purchase their hard- 
ware. And so these distributors 
are organizing to improve their 
status as a business. It is most 
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noteworthy that their program is 
not one of implied boycott nor of 
threats but the much more con- 
structive method of telling their 
story to the producers and inviting 
their cooperation. 


Not One Sided— 


The manufacturers claim that 
too few locations are adequately 
served by competent builders’ 
hardware experts and that too few 
hardware men can or will “take 
off plans,” specify hardware’ or 
take the trouble to study trends of 
architecture and the necessary har- 
monizing of the proper patterns, 
styles, etc. They also claim that 
too few hardware stocks are main- 
tained by distributors and too 
little attention given to training 
younger men in the intricacies of 
this necessary craft. Distributors 
accept some responsibility for 
these alleged shortcomings and if 
I sensed the underlying spirit of 
the St. Louis convention with any 
accuracy the future looks brighter 
for the builders’ hardware field— 
for manufacturers show interest in 
considering more protective sell- 
ing policies and distributors show 
determination to correct some of 


their collective weakness. This is 
progress. If both parties live up 
to their respective opportunities 
there should be a stronger and 
more profitable builders’ hardware 
market. 


Quality— 

On all sides, both distributors 
and manufacturers were in accord 
on the necessity for promoting the 
better grade of finishing hardware 
so that the ultimate customer is 
better served and the business of 
making, supplying and installing 
the hardware becomes more prof- 
itable Several leading factories 
had excellent displays which were 
surprisingly complete. I never saw 
so much builders’ hardware on dis- 
play, in one place, before. I could 
not help notice, however, that prac- 
tically all displays included at 
least two grades of hardware and 
usually there was a cheap imita- 
tion of each quality pattern. The 
duplication was not always exact 
but did follow the basic design. 
It would seem that a cheaper grade, 
lower priced line, copied from the 
same manufacturer’s quality line 
encourages sales of the lower 
priced goods and discourages the 
sale of the better grades. Part of 
the quality argument in hardware 
for a home should involve a talk 
on patterns and finishes which har- 
monize made up in lasting mate- 
rials that do justice to the home. 
Therein is an appeal to pride. But 
if the prospective owner sees al- 
most the same thing, offered in an 
obviously cheaper material and 
finish-the better grade loses some 
of its charm and appeal. Also there 
is ever present the problem of the 
architect and builders who try to 
save money for themselves. Hard- 
ware is one of the last items to go 
on the home and therefore may not 
be bought until the building is par- 
tially completed. At that stage of 
the game, there have been many 
extras cutting into the prospective 
final net margin for the builder 
and he finds his total money dwin- 
dling. He sees the cheaper grade 
hardware, imitating the quality 
line patterns and decides to save 
some money for his own pocket. 


Competition— 
In principal most manufacturers 
will agree with this argument but 
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HEY LOOKIT! 


NON-BREAKABLE RUBBER 


Beautiful 5-color display included FREE in deal 


Shave in the Big Holiday Demand 
for Rew Atteactive Gift Selections 
Real Christmas business starts for you the minute you 
display these beautiful ‘Walt Disney’ character toys. 
Tremendously popular, everywhere, Mickey Mouse and 
his pals are going stronger than ever. Everyone who enters 
your store will delight over these clever characters in 
colorfully decorated molded rubber and inflatable rubber 
as included in the big Seiberling ‘‘Profit-Maker” Toy 
Deal. They are the center of attraction and a quick 
“sell-out’’ wherever displayed. Place your order, now, 
for one or more Deals. Share in the big Holiday demand 
that these attractive gift selections will surely bring. If your 
wholesaler cannot supply you, order direct giving your 
wholesaler’s name. 


SEIBERLING LATEX PRODUCTS COMPANY 


AKRON, OHIO 
New York, 354 Fourth Ave. 
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GREAT FOR XMAS SALES 


Millions thrill at the sight of these beautifully 
decorated rubber “Walt Disney” Character Reproductions 


“PROFIT-MAKER” TOY DEAL 





CHICAGO, Merchandise Mart 






85 vicce 


includes 


MOLDED CHARACTERS 
INFLATABLE CHARACTERS 
INFLATED PiAY BALLS 


YOUR COST 


$] 7.80 


YOUR PROFIT 


$7.10 
FREE 


Beautiful 5-color Mer 







chandise Display Size 
18" wide, 17'%° high 


8" deep S 


CHECK YOUR GIFT GOODS 
ORDER LIST NOW —Get this 
popular assortment on display 

without delay 












No. 2450 Donald Duck ye 
oS. ona uc! 
6 no. e100 $2 ys TE $3.00 
°. ee le Pigs 
Eeditedh O°. crececesces 3.00 
6 No. 2420 Mickey Mouse 3.00 
molded) 614" s.ccccsees ‘ 
6 No. 2330 Pluto the Pup 3.00 
GREENE OF cecccoscscce . 
1 No. 9310 bie Bed Woif 1.00 
(molded) 10”....cccsces 
18 No. 2610 Inflatable Mickey Mowe 4 80 





tee eee eee eeeeeeseees 


Pete eeweeeeseeeeee 






6 No. 2845 fe Mickey Mouse 
lis 4 eovcceses 


85 Total Retail Value. .$19.90 
YOUR COST..... 12.80 


YOUR PROFIT....$ 7.10 


FREE—5-color Merchandise Display 
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in rebuttal offer examples of the 


' strictly price competition from fac- 


tories making only the low priced 
lines. While there is no compari- 
son between good hardware and 
cheap hardware when you look at 
finishes and note the heft and the 
workmanship and the materials 
there is too much similarity in the 
patterns and therein seems to me 
to be a weakness. 


Outlook— 


Nothing important can normal- 
ly be improved greatly in a hurry 
but if distributors and manufac- 
turers of builders’ hardware make 
an honest effort to carry through 
along the lines of their spoken in- 
tentions, the builders’ hardware 
business is certainly due for im- 
provement. With building defi- 
nitely increasing, general business 
greatly improved and many hous- 
ing shortages expected there should 
be an active building market, 
starting this fall but really devel- 
oping next spring. These builders’ 
hardware men will meet again 
about this time next year. If they 
stick to their guns, cooperatively, 
there will be an interesting prog- 
ress report for the 1937 convention. 


Patman Act— 


Increasing interest, and with it 
increasing confusion, is being de- 
veloped in the discussions of the 
Robinson-Patman Act. There is a 
marked conflict between “desires” 
and “facts.” Likewise some mis- 
understanding in the mandatory 
conditions imposed and the permis- 
sible practices which may be fol- 
lowed under this act. Various 
types of distributors within the 
hardware field, facing direct com- 
petition from manufacturers, seek 
to utilize this legislation for relief 
but cannot do so as the protection 
offered is against “discrimination 
between competitors.” Some pro- 
ducers are taking customers off 
long existing, preferred price 
schedules and use the Robinson- 
Patman Act as the impelling rea- 
son. The Federal Trade Commis- 
sion has received many inquiries 
and probably an equally long list 
of complaints. The former have 
been answered with more or less 
standardized “releases” and _ the, 
latter are being investigated to the’ 
full extent of the facilities avail- 
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able. At press time, it is reported 
that the FTC will not answer any 
more inquiries or indirectly offer 
suggestions on the operations of 
this law. This suggests that a test 
case is imminent. If so it will be 
very helpful as a yardstick is sorely 
needed for the operation of this 
act with its incomplete sentences. 
ambiguous conditions, etc. 


Advertising Allowances— 


I still think that any form of ad- 
vertising allowance, demonstrators’ 
fees, etc., is another form of extra, 
special discount—a cut price, to a 
favored customer. The A & P 
grocery chain discontinued ac- 
ceptances of advertising allowances 
shortly after the Robinson-Patman 
Act was passed. Recently this or- 
ganization announced a resumption 
of the advertising allowance ar- 
rangement but imposed a signed 
contract with sources of supply 
which would throw the burden of 
responsibility on such sources of 
supply. To wit—the manufacturer 
giving A & P an advertising allow- 
ance now has to state that the same 
allowances are available to all 
other customers (competing with 
A & P) on the same proportionate 
basis. This little contract was 
prompted by the fact that the Rob- 
inson-Patman Act, for the first time 
in the history of such legislative 
attempts, places the guilt of viola- 
tion equally on both buyer and 
seller. Other chain groups are ap- 
parently establishing (ostensibly 
at least) manufacturing facilities 
to get around the Patman Act. And 
so Mr. Patman now proposes a new 
law or addenda to the existing anti- 
discrimination act which bears his 
name. 


The New Law— 


Mr. Patman now proposes for 
the next session of Congress a bill 
which would prohibit a manufac- 
turer from operating at retail. He 
says the bill has been written with 
the aid and advice of leading con- 
stitutional lawyers and is, he be- 
lieves, entirely constitutional for 
interstate regulations. Immediate- 
ly there is controversy on this sub- 
ject with opponents offering equal- 


ly good evidence of legal opinion 
declaring such a bill as entirely un- 
constitutional. If the bill is intro- 
duced and should it be passed it 
would undoubtedly be subjected to 
a very early test case as to its con- 
stitutionality as such a measure 
would vitally affect not only manu- 
facturers operating retail stores 
but also producers who sell a part 
of their production at retail, house- 
to-house or through subsidized 
stores or on a strictly consignment 
basis which amounts to a conces- 
sion lease in a retail store. Under 
the terms of the bill, as proposed, 
the measure would become effective 
three years after its passage thus 
giving manufacturers with retail 
departments an opportunity to 
liquidate such departments. A 
further supplementary bill is also 
promised by Mr. Patman. This 
would equalize sales tax burdens 
by imposing on interstate distribu- 
tors the taxes which local distribu- 
tors must pay to the states. This 
is clearly directed at chain stores 
as is the Robinson-Patman Act and 
the other measure mentioned in 
this paragraph. A news story on 
this development gives further de 
tails elsewhere in this issue. 


Atlantic City— 


Our next issue, to be published 
October 22, 1936, will contain a 
complete report on the manufac- 
turers and wholesalers convention 
to be held in Atlantic City, Octo- 
ber 19 to 22, 1936. As announced 
previously the HARDWARE AGE 
SPECIAL will again run from Chi- 
cago,’ Cleveland, Pittsburgh and 
nearby points with through sleep- 
ers to Atlantic City without any 
changes at North Philadelphia. A 
new schedule has been arranged 
this year permitting — special 
through cars from St. Louis, Pitts- 
burgh, Cleveland, Detroit and other 
points to meet up with the main 
train from Chicago early enough 
in the afternoon to give all dele- 
gates on this train from all points 
more time together. Arrival is 
Sunday morning, October 18, 
about 9.30, with departures from 
various points on Saturday, Octo- 
ber 17. The train schedule is given 
elsewhere in this issue. 


A detailed schedule of the Hardware Age special train from west 
of Pittsburgh will be found on page 89 
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Consumers Co-ops Promoted by |! 
Schools and Colleges—and the |! 


UTSIDE of the consumers’ 
QO cooperatives themselves, 

organized agriculture, or- 
ganized labor, the churches, 
schools and colleges, and state 
and federal governments are the 
five groups which, more often 
than not, today actively favor 
consumer cooperatives and do a 
great deal to promote them. 

Because of their present leader- 
ship in the field, farm groups 
deserve first consideration. Among 
the three great farm organiza- 
tions, the Grange was a pioneer 
—some of its stores organized 
fifty years ago are still doing a 
good volume of business. The 
Grange League Federation at 
Ithaca, New York, sponsored by 
the Grange to handle feeds, fer- 
tilizer, seeds, spray, binder twine, 
and paint, did a business of $24,- 
000,000 in 1934. 

The Farmers Union has not 
only developed retail stores, but 
has also set up active wholesales. 
The Farmers Union Central Ex- 
change began in Minnesota in 
1928 with cooperative buying of 
binder twine, went into the oil 
business, setting up its first retail 
co-ops in 1929, and in 1935 
moved into a huge new plant in 
South St. Paul. It has more than 
250 co-op members and does 
more than $3,000,000 a year. 

In Omaha, Nebraska, the Farm- 
ers Union State Exchange which 
started as a buying agency moved 
into a new $150,000 home last 
year; it handles everything from 
work clothing to farm machinery, 
and in 1934 its fifteen affiliated 
retail stores did nearly $800,000. 
In North Dakota, in addition to 
setting up numerous co-ops, the 
Farmers Union has an_ educa- 
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tional program for children and 
young people, organized on a 
township basis, which gives in- 
tensive training in basic eco- 
nomics, the philosophy of co- 
operation, and the practical ap- 
plications of the principle. This 
program is considered the strong- 
est factor in the rapid growth of 
the co-op movement in the state. 

Nor has the Farm Bureau Fed- 
eration been inactive in the field. 
The farm bureaus of Indiana and 
Ohio pooled fertilizer orders sev- 
eral years ago and, after manu- 
facturers had refused to sell to 
them for fear of hurting their 
own retail dealers, purchased 
elsewhere and brought retail fer- 
tilizer prices down from $34 a 
ton to $20 a ton, where the price 
has since remained most of the 
time. To solidify their position, 
these farmers asked the Tennes- 
see Copper Mining Company to 
build a fertilizer plant with a 
capacity of 100,000 tons annually. 
The co-op buys the entire output, 
paying cash on delivery, under 
a unique contract which requires 
the manufacturer to turn back to 
the co-op one-half of its annual 
profit. 


Pennsylvania Farm Group 


The huge Pennsylvania Farm 
Bureau Cooperative association 
recently bought an interest in the 
Southern States Cooperative mills 
at Baltimore, manufacturing 30 
to 40 carloads of feed daily, and 
farm bureaus of Ohio, Indiana, 
Michigan, West Virginia, Wis- 


consin, and Pennsylvania own a 
similar mill, the Farm Bureau 
Milling Company, in Chicago. 
Ohio has a ten-year-old Farm 
Bureau Mutual Automobile In- 
surance Company with 160,000 
members, assets of $4,000,000, 
and a cash surplus of $550,000. 


Schools and Colleges 


Schools and colleges and their 
faculties are playing their part 
in cooperative education in two 
ways: through courses on the co- 
operative movement and through 
the organization by faculty mem- 
bers and also by students of co- 
ops which teach by example how 
new units are carried through 
their preliminary stages and what 
savings they can make. 

In the last four years, 183 
college co-ops have been organ- 
ized with an annual business of 
$2,750,000, and more than 32,000 
members, all thus well acquainted 
with the practical end of the co- 
op idea. 

Joy Elmer Morgan, editor of 
the Journal of the National Edu- 
cational Association, calls coop- 
eratives “the ultimate democracy” 
and writes the magazine of the 
Cooperative League expressing 
the hope that “you will do all 
you can to encourage schools, 
particularly teachers colleges, 
high schools, and universities, to 
offer course in the cooperative 
movement.” 

More often than not teachers, 
especially those in colleges or 
universities, are sympathetic to- 
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These are cans of Coopera- 
tive Paint manufactured in 
a C.C.A. plant in Kansas 
City. 
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ward the cooperative movement 
and work actively for it. Their 
influence is especially important 
because they are in constant close 
contact with today’s youth, the 
buying public of tomorrow. 

As for the formal courses of 
study, in Wisconsin a state law 
requires the teaching of “con- 
sumers cooperation” and specifi- 
cally calls upon every high 
school, vocational school, univer- 
sity, state teachers college and 
county normal school to provide 
“adequate and essential instruc- 
tion in cooperative marketing and 
consumers’ cooperatives.” And 
Wisconsin has very often been a 
leader among the states in legis- 
lation of this type. (See H. A., 
Aug. 13, 1936, page 22.) 

After a slow start due to fail- 
ure of the first union-owned 
stores, labor unions are now just 
beginning to show their real in- 
terest in developing co-ops. 

In Racine, Wis., one enthusiast 
organized a volunteer committee 
which worked through the sum- 
mer of 1934 until in the fall of 
that year 300 $10 shares had been 
sold in the Racine Consumers 
Cooperative, half of them to 
union members. Opening in Feb- 
ruary, 1935, the gasoline co-op 
did $38,447 in the next nine 
months and had net income to 
make a 9.2 per cent patronage 
fund to purchasers. Membership 
climbed to 1500, and in the fall 
the co-op went into the coal busi- 
ness, selling $25,000 worth before 
April. And, to assure the con- 
tinued expansion of the co-op, 
the directors set aside one-half of 
one per cent of gross earnings 
for educational work. 

A resolution passed unanimous- 
ly at the twenty-fifth annual con- 
vention of the American Federa- 
tion of Hosiery Workers in 
May, 1936, points out that “among 
our membership there is already 
a manifest recognition of the 
benefits possible by consumer co- 
operative action” and that the fed- 
eration “hereby recognizes the 
fundamental soundness of the 
cooperative principle.” The gen- 
eral office was instructed to pro- 
vide educational material to 
unions, and it was voted to de- 
vote space in the federation maga- 
zine regularly to the subject. 


Although all other union fed- 
erations have not taken such ex- 
plicit action, union workers every- 
where seem receptive to the 
movement, 

In the churches, however, we 
find both a favorable attitude 
and vigorous support of the co-op 
movement coupled with as bitter 
criticism of private business as 
can be found anywhere. 

Says the General Conference of 
the Methodist Church: “The pres- 
ent social order is unchristian, 
unethical and antisocial because 
it is largely based on the profit 
motive, which is a direct appeal 
to selfishness.” 

Or the General Council of Con- 
gregational - Christian Churches: 
“Resolved that we work toward 
the abolition of the system (com- 
petitive profit seeking) responsi- 
ble for these destructive elements 
in our common life, by eliminat- 
ing the systems, incentives, and 
habits, the legal forms which sus- 
tain it, and the moral ideals 
which justify it.” 

And the Federal Council of 
Churches of Christ in America 
says that “churches should stand 
for . . . the subordination of the 
profit motive to the creative and 
cooperative spirit.” 


“The Kingdom of God” 
On Earth 


After a seminar sponsored by 
the Council last December, the 
350 church officials and religious 
workers present unanimously 
adopted a resolution which says: 
“We are convinced that the co- 
operative movement’is one of the 
major techniques in making pos- 
sible the kingdom of God on 
earth,” and went on to recom- 
mend that churches supply “dy- 
namic motivation for this most 
promising movement.” 

And that is exactly what the 
churches—or at least the min- 
isters—have been and are doing. 
An overwhelming majority of 
pastors believe in the consumers 
cooperative movement and use 
their influence to speed it on. In 
innumerable cases they have spon- 
sored co-ops through the awkward 
and difficult organization stage, 
as well as continuing to guide 
them after they have been estab- 
lished. 

Whether this attitude fairly 


represents the great lay member- 
ship of the churches is very 
doubtful, but it is true that the 
“vocal” part of church organiza- 
tions, however small in number, 
is strongly and decisively in favor 
of co-ops. 

In much the same way leaders 
in the federal yovernment urge 
the cooperative idea as a supe- 
rior social system. Secretary of 
Agriculture Henry Wallace speaks 
of the “cooperative state” as “the 
American way out” of our present 
supposed troubles, going on to 
say that “the cooperative way of 
life must pervade the community, 
and this means there must be 
consumers’ cooperatives as well 
as producers’ cooperatives.” 

Literally dozens of government 
departments are ready with in- 
formation to aid in forming co- 
ops. For example, the Secretary’s 
own department, through its Con- 
sumers’ Counsel circulates with- 
out cost to thousands of consumers 
a bi-weekly 24-page magazine, 
“Consumers’ Guide,” which re- 
views all legislation and activities 
of interest to consumers and reg- 
ularly, perhaps once a month, 
devotes one or two pages specifi- 
cally to the progress of consumers 
cooperatives. This page contains 
an explanatory note reading in 
part: “Many farmers and con- 
sumers are exploring the cooper- 
ative way of making and market- 
ing their necessities as a two-way 
route to a greater purchasing 
power and a better living. . . . 
Consumers look to cooperation to 
cut their living costs and to make 
possible greater consumption of 
farm products.” Throughout the 
comments cooperation is painted 
as an ideal merchandising setup 
which is of great aid to both 
farmers and consumers. 

In this section of the Guide 
and also on the semi-editorial 
page on the inside front cover 
there are constant references to 
cooperative educational booklets 
published by other federal de- 
partments, and consumers are 
told just how and where to ob- 
tain them. 

For instance, Bulletin No. 1 
of the Farm Credit Administra- 
tion is a 92-page booklet on 
“Cooperative Purchasing of Farm 
Supplies,’’ presenting such 


(Continued on page 80) 
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Truth in Advertising 


through the work of the 


Better Business Bureaus 


By MERLE SIDENER* 


President, Sidener, Van Riper 
& Keeling, Inc., Indianapolis, 
Ind. 


r YHERE are Better Business 
Bureaus in fifty cities in the 
United States and in three 

cities in Canada (Toronto, Quebec 

and Halifax) all affiliated and co- 
operating. The National Better 

Business Bureau, with* headquar- 

ters in New York City, serves the 

nation in general and those cities 
and towns in particular where as 
yet there are no local bureaus. 

There is an exchange of informa- 

tion between the National Bureau 

and the local bureaus, and a gen- 
eral supervisory sponsorship by 
the National Association of Better 

Business Bureaus, Inc. 

The chief aims of the Bureaus, 
as stated by the chairman of a 
committee appointed by the Ad- 
vertising Federation to survey the 
operations of the National Better 
Business Bureau, are — 

—protecting the consumer 
against unfair or deceptive adver- 
tising or sales approach 


*From an address by Mr. Sidener, a rec- 
ognized advertising authority at the recent 
Boston convention of the Advertising Fed- 
eration of America. He served for two 
years as chairman of the Federation’s Na- 
tional Vigilance Committee from which ac- 
tivity, with the help of local advertising 
club vigilance committee, came the develop- 
ment of the Better Business Bureau whose 
splendid work is the subject of these com- 
ments by Mr. Sidener. The work of the 
Better Business Bureaus is of vital impor- 
tance to all retailers and is a strong factor 
in restraining unfair and untruthful adver- 
tising claims that produce unfair competi- 
tion.—The Editors. 
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liberally. 





conception of what is fair and just in trade practices. 

Business has learned that if it does not keep its own 
house in order, the public will find ways to compel this 
action through political action . . . with disastrous effect 
on business and serious damage to the consumer. 


Tae has been developing in recent years a clearer 


So important is the work of the Better Business Bureaus to 
the retail industry in building high ethical standards... 
that every retailer should feel it his duty to support them 


—Col. Clarence O. Sherrill, President, 
American Retail Federation 








—protecting the sound adver- 
tiser against unsound competition, 
either by adjustment or by turn- 
ing the offender over to the law 
enforcing bodies 

—and protecting advertising it- 
self, against misuse and unfair 
attack. 

The original Vigilance Commit- 
tee of the advertising clubs had 
for its purpose the protection of 
legitimate advertising by opposing 
misleading and fraudulent adver- 
tisers. It sought to create maxi- 
mum public confidence in adver- 
tising by making advertising 
worthy of confidence. Thus in the 
very beginning, the truth-in-adver- 
tising movement became the ser- 
vant of the consumer as well as 
of the producer. Today the Better 
Business Bureau is the one depen- 
dable source of help for the con- 
sumer when he feels aggrieved in 
some business transaction. Through 
the years the leaders in this move- 
ment have held to the philosophy 


that a transaction could be in the 
interest of the seller only if it were 
also in the interest of the buyer. 
And because misunderstandings 
and dissatisfaction destroyed good 
will, business men welcomed the 
Bureau as an intermediary that 
could be trusted to make adjust- 
ments without prejudice or favorit- 
ism. 

They recognized the Bureau as 
an impartial place to go with com- 
plaints—a neutral body well fitted 
by experience and equipped with 
facilities to be a go-between. 

That is the reputation the Bu- 
reaus enjoy today, both with busi- 
ness and the public. Disinterested, 
impartial, independent, the Bu- 
reaus develop understanding and 
confidence between the public and 
business. Their work is temperate 
and constructive. In their own 
communities, they correct bad ad- 
vertising practices without flare or 
fanfare. Retail merchants wel- 
come their constructive criticism 
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as a means to greater consumer 
confidence. Honest merchants are 
protected from those of less con- 
science, for the Bureaus nip in 
the bud the exploiter whose enter- 
prise would take unfair advantage 
of consumers and thereby tend to 
destroy confidence in legitimate 
business institutions. 

In the broader field of the na- 
tional Better Business Bureau, mil- 
lions of dollars have been saved 
for the public through the expo- 
sure of fraudulent promotions. 
Working in close cooperation with 
the law enforcing agencies of 
government, the National Bureau 
is enabled to apply legal force 
when moral suasion fails. Yet the 
big stick as a weapon is seldom 
needed. Force and compulsion 
seldom cure an evil, and the job 
of the Bureau is to cure, not to 
kill. The Better Business Bureau 
does not eliminate advertising— 
it promotes advertising by making 
it believable. 

But we are not here merely to 
pay tribute to the Better Business 
Bureaus and to express apprecia- 
tion of the fine constructive ser- 
vice that has been rendered to 
business and to the public by the 
men, past and present, who have 
inspired this movement with high 
ideals and practical operations. 
Rather it is for us to analyze our 
own attitude toward the Bureaus 
as a potential institution for pub- 
lic service. 

There is evidence that the Better 
Business Bureaus and the whole 
truth-in-advertising movement are 
endangered by the complacency 
of those who are most vitally con- 
cerned. The Bureaus have been 
operating so satisfactorily that 
they are being taken for granted, 
without adequate expression of ap- 


preciation in the form of contribu- 
tions to their financial support. 

It is impossible to estimate the 
value of the service rendered by 
the truth-in-advertising movement 
in its several forms of organization 
through these twenty-five years. It 
is sufficient to say that the actual 
cost of operations as compared 
with the results obtained is in- 
finitesimal. But it is important to 
understand that its breadth of ser- 
vice in the next twenty-five years 
will be sorely restricted unless 
business and advertising interests 
express in a more substantial way 
their conscious approval. 


The Executive Managers 


These men who serve the Bu- 
reaus as executive managers are 
not mere job holders. I have 
known personally most of them, 
and particularly those who have 
held these responsible positions 
year after year. I have observed 
them at work in their offices and 
I have sat with them in their an- 
nual conferences. I marvel at 
their consecration to their work, 
at their loyalty and their patience 
and their high purpose. For they 
have a mission. They must feel 
a call, similar to that of the teacher 
and the minister and the social 
service worker. For certainly they 
have not remained at their posts 
merely for the money they receive, 
particularly during this depres- 
sion period when the incomes of 
Bureaus like trade organizations 
were sharply diminished. I can- 
not refrain paying this tribute to 
these men who are devoting their 
lives to the public service. 

There is too much of mere tol- 
erance of the truth-movement in 
some quarters. There is also too 
much of the spirit of let-well- 





the grossest abuses. 





KNOW of no institution in the country which has done 
more toward improving the standards of American busi- 
ness than the several Better Business Bureaus. I think in 
their practical results they have accomplished much more 
than the official law enforcement bodies of the United 
States and of the several States. The latter are of course 
necessary as a last resort, but without the cooperation of 
the Better Business Bureaus, would be able to correct only 


—H. Boardman Spalding, V.P. & Treas., 
A. G. Spalding & Bros. 








enough alone, or worse yet, the 
spirit of let-us-alone. It is a dan- 
gerous influence, and while it 
emanates from the few, it is out- 
spoken and in comparison with 
the unspoken approval of the ma- 
jority, seems more important than 
it really is. 

All of us engaged in the business 
of advertising are quick to resent 
the unfair criticism of advertising 
which is the latest fad of the muck- 
rakers. Yet we are failing to use 
the full facilities of the one in- 
stitution available for beating 
down the critics who deliberately 
misrepresent the purposes and ac- 
complishments of advertising. 

The best defense to this attack 
is to eliminate that small per cent 
of advertising which continues to 
mislead the public or which is 
merely unbelievable. We used to 
say that ninety per cent of all ad- 
vertising was honest, so why worry 
about the other ten per cent. 

But it’s the small per cent of 
unbelievable advertising today 
that bulks largest in public con- 
sciousness. The self - appointed 
critics magnify and exaggerate 
the so-called little white lies until 
they blacken and besmirch the 
whole picture. The obvious solu- 
tion of the problem is to elimi- 
nate anything and everything in 
advertising that causes doubt or 
suspicion in the mind of the reader. 
Some of the most righteous among 
us still contend that we must re- 
tain the right of puffery and the 
gilding of the lily. They fear that 
without these embellishments ad- 
vertisements will lose the salt with 
which they are savored. There is 
little danger that advertising will 
become so goody-goody that it 
will be good for nothing. 

There is no twilight zone. Ad- 
vertisements are either good or 
bad. They are truthful or dis- 
honest. They are believable or 
misleading. Experience proves 
that we can safely leave it to 
the Betier Business Bureaus to de- 
cide. They have no ax to grind. 
They have but one master to serve 
and that is the public interest. If 
they believe our advertisement will 
injure public confidence in all 
advertising, then it’s good econ- 
omy for us to discard it, even 
though we might justify it tech- 

(Continued on page 82) 
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On the Connecticut farm 





How and Where 
Are Our Children Going to Live? 


country the problem of low 

cost manufacturing has been 
pretty well worked out. Here in 
the United States, with the use 
of modern machinery, an ample 
supply of low cost power, and 
the probability that the cost of 
power, especially hydroelectric 
power, will be very much reduced 
in years to come, with good man- 
agement and intelligent work- 
men, the actual cost of manufac- 
turing has just about reached its 
lowest level. The problem that 
has not been worked out is that 
of distribution, and this problem 
of distribution is today the cause 
of most of our business and so- 
cial troubles. Not only is the 
high cost of distribution in this 
country, that is, getting all prod- 
ucts from their source of supply 
to the consumer, a commercial 
one, but it is also becoming a 
national one as the question of 


[’ is generally admitted in this 
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By SAUNDERS NORVELL 


price and the cost of living be- 
comes involved. The standard of 
living on which the happiness of 
our citizens naturally is based, is 
also involved in the national solu- 
tion of our distribution problem. 
The mass consumer must have 
cheaper living or a higher income. 

In this article I will describe 
the standard of living of three 
families, in order to give the cor- 
rect background of what appears 
to me to be at least one solution 
on a national scale of this prob- 
lem of the high cost of distribu- 
tion. This subject can not be 
covered in one article. Therefore 
there will be two articles, this 
one outlining the living standards 
of these three typical American 
families, and a second one out- 
lining what I believe can be done 
to correct, in a large measure, 
present unsatisfactory conditions. 

I have been led to write these 
articles because I have recently 





come in contact with these three 
American families of about the 
same social standing who are liv- 
ing under entirely different con- 
ditions. I have discussed these 
conditions with each of these 
families, and the stories they have 
told me of how they live are not 
only interesting, but give one 
plenty of food for thought. 

The depression has led to all 
of us becoming more or less so- 
cial-minded, and we study the 
social problems of the people we 
meet. The effort to solve these 
social and living problems will 
have a far-reaching effect and 
cause many changes in the evolu- 
tion of business of our cities, 
small towns and farms. Social 
justice, after all, must be worked 
out on economic lines. 


* * * 


The first family I visited is that 
of a young college graduate, his 
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intelligent and charming wife, 
also a college graduate, and three 
husky children with appetites that 
never seem to be satisfied. This 
family live in New York City 
on a side street in a five-room 
apartment, in a house that is just 
betwixt and between the high- 
grade apartments several blocks 
away in one direction and the 
tenements two or three blocks 
away in the other direction. 

The windows of their apartment 
open on a court, facing a brick 
wall with the windows of similar 
apartments 25 feet away. There 
is no direct sunlight, and what 
air there is is only that which 
manages to work its way down 
over the top of the building. 
There is a small kitchen and bath- 
room, hot and cold water, electric 
light and telephone. 

The head of this little family 
earns a salary of $150.00 per 
month. Out of this comes first 
of all the rent of $65.00 per 
month for the apartment. Then 
there is the telephone bill, electric 
light bill, gas bill. And, of course, 
there is life insurance, and cloth- 
ing for five people. It is strange 
that children’s clothes should be 
so expensive. A child’s dress costs 
almost as much as the dress of 
a grown-up, and children’s shoes 
cost almost as much as shoes for 
adults. Why this is, I do not 
know, but I am assured it is a 
fact. Then, of course, comes the 
major item—the daily food for 
this family of five. It is surpris- 





ing how much a child can eat. 
Practically all food is delivered. 

For instance, milk is delivered 
in the early morning at the door 
of the apartment. Milk is thir- 
teen cents a quart, and this family 
consumes two quarts a day, mak- 
ing a monthly bill of $8.00 for 
milk alone. Out in the country 
the farmers in New York State 
have been paid $2.70 a hundred 
pounds for milk, and recently 
because of a threatened strike 
they secured an advance of $.20 
per hundred pounds. Then the 
large companies in New York 
City advanced the price of milk 
one cent a quart, but such a row 
was raised against this by con- 
sumers backed by Mayor La- 
Guardia that the milk dealers 
backed down and restored the 
price of milk to thirteen cents a 
quart. They claim the high price 
of milk is caused by transporta- 
tion and service. 

It is hardly necessary to say 
that this family who have good 
social connections and who for 
that reason are trying to avoid 
living on a tenement basis, find 
it impossible to save any money. 
They are doing well if they break 
even every month on his salary. 
Sickness means disaster. 

The head of this family rises 
at 6.30 and reaches his office at 
8.30 a. m. When the office is 
busy he works Saturdays. Fre- 
quently he does not return home 
until 7.00 or 7.30 p. m. Once 
while traveling in Colorado I 


The broker and his son cutting down a peach tree 
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leaned out the window of the 
train and there below me was a 
brawny Irishman standing beside 
the track leaning on his shovel. I 
said facetiously: “Hello, Pat, 
how do you like the work?” I 
have never forgotten his answer. 
He looked at me with a good, 
honest Irish grin and replied: “It’s 
not the work I mind. It’s the 
damned regularity of it.” So 
these young friends of mine in 
their little apartment might make 
a fine joke of living there for a 
few months, but when it becomes 
a proposition of year after year 
with little hope of improvement, 
it just gets on the nerves. And 
the children are growing up! 

Of course, when one discusses 
with a dealer how high every- 
thing is in New York City, im- 
mediately the answer is: “But 
look at the service you get.” 
There is the telephone—wonder- 
ful service. Milk delivered at 
the door in the morning—won- 
derful service. Newspapers de- 
livered—wonderful service. Gro- 
ceries delivered the same day they 
are ordered—wonderful service, 
etc., etc. But in the end the har- 
ried householder has to pay cash 
for all this wonderful service, in 
the prices of the things he buys 
and needs, and in the past year 
these prices have been steadily 
advancing. On account of in- 
creased taxes, rents are also going 
up. The little wife told me that 
corn at the corner grocery store, 
and not the best corn either, cost 
her five cents per ear. Peaches 
are ten cents a pound. The night 
I dined with them they had round 
steak chopped, which is one of 
the cheapest meats that can be 
obtained. However, I must admit 
that as the little lady was a good 
cook, the chopped meat was very 
tasty. With it we had spaghetti 
cooked with cheese, and that was 
very geod, too. For dessert we 
had sliced peaches, with just a 
little sugar on them, no cream. 
And while this may not seem 
very elaborate, I am inclined to 
think it was a special dinner for 
my benefit, and that ordinarily 
they do not eat so well. 

Now my readers who have read 
this far will say: “There is noth- 
ing to get excited about in the 

(Continued on page 70) 
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active at the age of eighty-five, Mr. Noelting is a director 
of the Mississippi Valley Improvement Association and a 
member of Rotary International. His -hobbies are his 
grandchildren, his church, and waterways and highways. 








HUGH E. HULBURD, 
vice-president and sales man- 
ager, The Geo. Worthington Co., i 
wholesale hardware, Cleveland, 
Ohio, has been a hardwareman 
for more than fifty-three years. 
His hardware career began in { 
1882, when he obtained employ- 
ment in the retail hardware es- 
tablishment then being oper- 
ated by Wheaton & Acer, Me- 
dina, N. Y. After remaining 
on his first hardware job tor 
seven years, he obtained a po- 
sition as a traveling salesman, 
covering New York State, for 
the company with which he has 

































HENRY J. MENGES, 
until his retirement a few 
months ago, general manager 
of the Joseph Woodwell Co., 
Pittsburgh, Pa., wholesale 
hardware distributors, cele- 
brated his seventy-fourth birth- 
day last October 12. His en- 
tire business career has been 
with the Woodwell organiza- 
tion which he joined on Au- 
gust 10, 1874, as an errand 
boy. Although no longer ac- 


tive in business he continues H. E. HULBURD ; 3 
his long association with the since been associated. Follow- 


Joseph Woodwell Co. in an ing seventeen years spent on the road for the company, 
advisory capacity. His chief Mr. Hulburd was brought “into the house’ as sales man- 
hobby is the Y.M.C.A. physi- 98° and he later became vice-president. In his present 
HENRY J. MENGES cal culture department. position, in addition to other duties, he is responsible for 

directing the selling efforts of the one hundred traveling 
we salesmen who represent the company in Ohio, Indiana, 
Michigan, Virginia, West Virginia, Pennsylvania, Ken- 
tucky, North Carolina, and New York. 





B. H. NOELTING, presi- 
dent and general manager, 
Faultless Caster Corp., Evans- 
ville, Ind., began his hardware 
career in the retail hardware 
business in 1880, entering that 
field at the age of 29. He left 
the retail- hardware field and 
entered the furniture hardware 
manufacturing business in 1890 
organizing his own firm in 
Nebraska City, Neb. On Sep- 
tember 1, 1913, the plant was 
moved to Evansville, greatly en- 
larging the lines manufactured. 
In 1924 the company again 
greatly expanded its lines when 
the furniture trimming field was B. H. NOELTING 
entered. Mr. Noelting was in partnership in 1880 with Kastor organization, calling on 
Wright & Wilhelmy, Omaha, Neb., in the retail hardware the wholesale trade, is enjoy- 
business, later becoming sole owner of the business. Still SIGMUND KASTOR ing good health. 


SIGMUND KASTOR, for 
many years active in the cut- 
lery business in this country 
and abroad, celebrated his 
seventieth birthday earlier this 
year. In July, 1881, he began 
his long affiliation with the 
cutlery business as a member 
of the firm of Adolph Kastor 
& Bros., Inc., New York City, 
and was from 1914 to 1920 a 
director of the firm of W. & S. 
Butcher, Ltd., Sheffield, Eng- 
land. Mr. Kastor, who did 


considerable traveling for the 
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By JULIAN LAMPKIN 


NE of the surest ways to 
QO increase your store traffic 
is to make your window 
displays more attractive than the 
usual run of retail store windows. 
It is true that hardware stores, par- 
ticularly in small towns, are 
among the better window trim- 
mers, but in too many instances 
they fail to get the full advan- 
tage of their opportunities to at- 
tract people into their stores. 
Every modern hardware store has 
something in its line of merchan- 
dise to attract every member of 
the family if it will only learn 
how to show it to advantage. 
Take, for instance, kitchenware. 
It may be beautifully decorated, 
but it will not look its best when 
displayed with miscellaneous arti- 
cles made for other requirements. 
To make an attractive display of 
such merchandise you need a 
small show room about 10x 12 
ft., with a glass front facing the 
street. Such a space will permit 
the display of a full kitchen 
equipment without crowding or 
creating a “junky” appearance. 
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These windows and interior displays suggest principles discussed by the author of this article 


Increasing Store Traffic by Good 


Hardware, says Julian Lampkin, makes effective 


material for attractive displays. Windows and store 


should show it... 


Arranging the Display 

Place in one of the back cor- 
ners one of your highest priced 
ranges, leaving the door open, 
showing a few of your baking 
pans arranged in the oven. Leave 
the warmer open, showing a few 
plates, bowls and warming pans. 
On top of the range place some of 
the highest quality stew-boilers 
and other cooking utensils you 
have in stock. In the center of the 
show room, place a round-top 
dining table with a white linen 
cloth on it and arrange this table 
as though a real meal were to be 
served thereon—with plates, cups, 
saucers, silver and glassware. Be 
sure to use some of your highest 
priced articles for these displays. 
In another corner of the show 
space should be a refrigerator 
with one door open and another 
half open. This will impress pros- 
pects with the convenience of a 
refrigerator and pictures for them 





their own homes with such con- 
veniences installed. The balance 
of the display space may be util- 
ized to show other regular kitchen 
necessities. If you place a bright 
light over the table, it will add to 
the attractive appearance and get 
the attention of people on the far 
side of the street as well as those 
passing the store. 

While such a display is usable 
in all seasons, the arrangement 
should be changed and made suit- 
able to seasonal conditions. 
Cooler colors for summer than 
those used for fall and winter will 
have a decided effect upon your 
prospects. Flowers for the table 
will be found to impart the sea- 
sonal touch that will complete the 
picture. 


Display Highest Quality 


It is frequently the practice to 
display the lowest priced mer- 
chandise and to use price tickets 
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bearing a certain price “and up.” 
For getting a volume of country 
trade, I have found that the re- 
verse order is better. Showing the 
highest quality article with a 
price tag that extends to the lower 
figure not only creates interest in 
the better article but inspires con- 
fidence in the customer as to his 
ability to buy. 

People today are more desir- 
ous of owning labor-saving devices 
than they have ever been and it 
remains for the retail hardware 
dealer to make that desire more 
acute by displaying these devices 
more interestingly. I believe each 
of the labor-saving items should 
be demonstrated at least every 
two weeks as a means of feeding 
that desire for ownership. 

Just a few days before the dem- 
onstration, the merchant should 
mail out special letters to farmers 
and housewives or others likely 
to be interested in the items he is 
to demonstrate. This can be done 
by inexpensive help and the re- 
turns are usually far beyond the 
cost. Such methods get people 
talking about your store, probably 
due to the natural tendency to 
talk about new appliances and 

(Continued on page 78) 
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The layout of the lately de- 


partmentalized store 
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IVIDING the entire stock 
of a large hardware store 
into related sections and 
using open display cases effective- 
ly throughout have practically 
revolutionized the appearance as 
well as the sales appeal of the 
Woodward Hardware Company’s 
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Theodore Miller, owner of 
Woodward Hardware 
Store, Woodward Avenue, 
Detroit 
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store, Woodward Ave., Detroit. A 
centrally located uptown store, it 
is one of the principal retail hard- 
ware shops of this section of 
Detroit. The store was established 
many years ago, and needed mod- 
ernization. The owner is Theo- 
dore Miller, who is well known 







Woodward 
Their 


in his official capacities in local 
associations. 

Formerly, all center show cases 
were of the old fashioned glass 
type, many of them rising to the 
old standard of near shoulder 
height. In the new layout, two 
glass display cases only have been 
retained, to meet a_ practical 
necessity—keeping dust from cer- 
tain merchandise. 

The store is about forty feet 
wide, and is now divided into 
three rows of islands or four 
aisles instead of the former two 
aisles. Using what was formerly 
dead space, these aisles and dis- 
play cases have enabled every 
item on display to be placed with- 
in reach of both eye and hand 
of the customers. 

The store has been remodeled 
in layout with the use of a special 
type counter with a “stage” type 
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Company Departmentalized 


store 


of construction beneath. It is, in 
fact, a new construction of the 
old storage bin under the coun- 
ters, turned inside out—the bin 
faces the customer instead of 
merely being hidden back of the 
counter. Full display space is 
secured in this way, and the por- 
tion of each counter clear down 
to the floor does its bit in selling, 
the upper space being all open 
display. 

Even the two glass cases are 
surmounted by open display ta- 
bles, one devoted to notions, the 
other to electrical goods. 

The tables used for this pur- 
pose are on a standard size of 
thirty-six inches high by thirty- 
one inches deep. They are ar- 
ranged in islands of four, two 
being backed up to one another 
for the length—seven feet long, 
each, and the ends of the islands 
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The merchandise in the Woodward Herdware Co.’s store gets departmentalized 


display as pictured in these photos 


are formed by two other tables, 
each five feet two inches long, or 
the precise depth of the two tables 
running in the opposite direction. 


In this way there is no waste 

space for space back of the 

counters, and all floor space is 
(Continued on page 66) 


37 














Horace W. Green and 
Sons, Long Beach, Calif., 
dramatize a clearance 
sale and encourage pur- 
chases of new china. 


LLOWANCE for “six old 
AN dishes” on the purchase 
price of a new set of 
china, the allowance graduating 
upward as the price of the new 
set graduates upward, has on two 
occasions turned out successful 
as a clearance sale dramatization 
for Horace W. Green & Sons, 528- 
30 Pine Avenue, Long Beach, Cali- 


fornia. 


May P. Wilson, director of the 
china department in this store, 
one of the major departments of 
the kind in the city, states that 
the idea used in connection with 
the January clearance this year 
did more business than any other 
one “unusual touch” tried in 
years. The event has in each case 
been a four-day event. 
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A portion of the ad announcing Horace W. Green & Sons’ trade-in dinnerware 
event, and a corner of the department given over to this merchandise. 


The allowance figures in each 
such sale so far conducted were 
as follows: 


On a new set ranging from 


$5.00 to $9.95 the six old dishes 


entitled the customer to a $1.00 
discount; on a set from $10.00 to 
$19.95, $2.00 discount; from 
$20.00 to $29.95, $3.00 discount; 
from $30.00 to $39.95, $4.00 dis- 





Table displays of china and glass at the Horace W. Green & Sons’ store in 
Long Beach, California, are appealing to the housewife because of their correct 
arrangement and their quality merchandise. This photo and that on the op- 
posite page give the reader an idea of the extent of this hardware store’s china 


and glassware department, which is in charge of Mrs. May P. Wilson. 
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Dinnerware | 


count; from $40.00 up, $5.00 


discount. 


In each sale, Mrs. Wilson ex- 
plains, practically all purchases 
made by customers were in the 
upper brackets, above $30.00. A 
very surprisingly large percentage 
were above $40.00. Very few 
were in the lower brackets. Four 
of the first six sets sold were 
above $40.00. 


“The reason for this I think 
is clear,” says Mrs. Wilson, “and 
dramatization effects are at the 


bottom of it. Five dollars for six 
old dishes looks better from a 
dramatic angle than one dollar 
for six old dishes so the customer 
feels moved to buy the better 
dishes in order to get the larger 
dollar discount even although the 
percentage discount is the same 
in either case. In other words, it 
is the presentation appeal that 
counts, not the cold percentage 
figures. We must in _ business 
always remember that the emo- 
tions, the dramatic nature, are as 
important as the cool intellect or 
the adding machine. The six-old- 
dishes idea means a clearance 
discount of 20 per cent, but the 
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mere offering of a 20 per cent 
discount would not necessarily 
sell china, while the unusual 
touch seen in the six-old-dishes 
plan does sell china. This ought 
to be clear to any student of 
psychology or drama.” 


Big Window Display 


All old dishes brought in were 
piled in the window and they 
made a unique assortment. A 
special corner was given to the 
major portion, immediately at the 





left of the entrance, the last thing 
seen when entering the store and 
the first thing seen when coming 
out. 


Cards with graphic wording 
were placed all about them. Such 
wording as the following ap- 
peared on cards: “GOLD For 
Your Old Broken Dishes”; “Just 
Imagine! Three Dollars for These 
Old Cracked Dishes!”; “Believe 
it or Not, Three Dollars for This 
Group of Relics!” 


Other window grouping con- 
sisted of assorted old dishes at 
the bases of pyramid displays of 
new china sets. The window was 





event... 


effective in stopping the pedes- 
trian crowd as well as effective 
in getting the eyes of those enter- 
ing the store on other errands. 


Advertising Cost Small 


Advertising cost has been small, 
a portion of the regular display 
advertisement in the “Shopping 
News” being used and that is 
space that would be used for 
some type of clearance promotion 
anyway. No direct-by-mail was 
found necessary, the unusual and 
catching character of the event 
being sufficient in itself to start 
the town to talking and neighbor 
to telling neighbor. 


Getting Old Dishes 
Out of Way 


“There is one other considera- 
tion in the six-old-dishes idea,” 
says Mrs. Wilson, “and that is 
getting the old dishes out of the 
house! 


“Personally I have often wished 
that when we sell new dishes we 
could eliminate an equal num- 
ber of old dishes! That may be 
an uhattainable ideal, but it still 
must be remembered that the 
presence of old dishes in the 
homes is one thing that hinders 
the sale of new.dishes. 


“This kind of event should not 
be sprung too often for that would 
destroy the tang, but it can, we 
have demonstrated, be done twice 
yearly and be effective each 
time.” 


The hardware and houseware 
store of Horace W. Green & Sons 
is one of the largest in southern 
California and one of the most 
widely known. George W. Green, 
who is the active head of the busi- 
ness now, is active as a director 
in the National Retail Hardware 
Association. 
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Photo courtesy Hibbard, Spencer, 
Bartlett & Co., Model Hdw Store 
Chicago. 


Proper lighting brings out 
the store’s attractiveness. 


Ten Real Benetits trom 
Correct Store Lighting 


ORRECT #§artificial store 
C lighting has the following 

ten definite advantages: (1) 
it brings out the attractiveness of 
the store interior. (2) It displays 
merchandise in a much more in- 
viting manner. (3) It attracts 
customers. (4) It provides a 
bright, sales promoting atmos- 
phere. (5) It permits accurate ex- 
amination of merchandise. (6) 
It minimizes the number of ex- 
changes. (7) It stimulates con- 
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geniality and courtesy on the part 
of sales people. (8) It permits the 
best in service to customers. (9) 
It assists in maintaining cleanli- 
ness. And (10), it ultimately in- 
creases the average sale per 
person. 

Practically any one of the fore- 
going advantages would alone jus- 
tify the best in lighting, particular- 
ly when it is so comparatively in- 
expensive. According to the latest 
Dun & Bradstreet survey on the 


operating averages of 1175 hard- 
ware stores, the expense for “light, 
heat and gas” combined was only 
0.87 per cent, or considerably less 
than one per cent. It is readily ap- 
parent that only an inconsequen- 
tial reduction in operating expense 
could be made even if lighting 
were to be dispensed with entirely. 
On the other hand, good lighting 
can often effect economies in other 
large operating expense items such 
as advertising, sales costs, or re- 
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turned goods, to such an extent 
that a doubling of former lighting 
facilities is entirely justified. 

As practically all areas in the 
modern store must be equally suit- 
able and readily available for the 
display of merchandise, it is essen- 
tial that a uniform level of illumi- 
nation be provided throughout. 
This can best be obtained by a 
general lighting system, in which 
the light sources are symmetrically 
arranged. In most stores proper 
lighting can be economically pro- 
vided by such a system provided 
that a satisfactory type of reflect- 
ing equipment is used at the ceil- 
ing. It has been found that suit- 
able locations for the lighting 
fixtures is of considerable impor- 
tance. Once the electrical outlets 
are correctly located, future 
changes in the type of fixture or 
lamp size can be easily made. 

Even though structural features 
of the interior, such as bays or col- 
umns, may affect the location of 
the outlets, there are practically 
no stores in which the units cannot 
be symmetrically arranged to pro- 
vide a uniform distribution of light 
throughout. The spacing between 
units should be determined by 
their mounting height. The rule 


generally followed in locating out- 
lets is that they should be no 
farther apart than one and one- 
half times the distance from the 
light source to the top of the table 
or counter displays. If the units 
are semi-direct or totally indirect, 
the ceiling becomes in effect the 
light source, and a slightly greater 
spacing between the units is then 
permitted. 


Distribute Light Evenly 


The mistake of locating the 
units too far apart for their mount- 
ing height is frequently made. This 
results in an uneven distribution 
of light and an excess of deep 
shadows. When the light is not 
evenly distributed, the resulting 
light and dark spots are readily 
noticeable, and the general ap- 
pearance of the store interior suf- 
fers. Deep shadows, cast by the 
displays, or by customers attempt- 
ing to examine them, are objec- 
tionable because they too detract 













from the appearance of the store, 
and result in insufficient illumina- 
tion where they fall. 

It is most important, therefore, 
to install the outlets close enough 
together to avoid uneven distribu- 
tion of light and deep shadows. 
Another mistake common to store 
lighting installations is the pro- 
viding of only one row of units 
where two are needed, or two rows 
of units where three should be 
used. Because the light from the 
units does not “over-lap” suffi- 
ciently, both deep shadows and un- 
even distribution of light result. 
At slight additional expense the 
extra row of units should be in- 
cluded to make it an adequate 
lighting system. 

In selecting a satisfactory type 
of reflecting equipment, either di- 
rect, semi-direct or indirect units 
may be applicable. Direct light- 
ing from white enclosing or pris- 
matic glass globes is the type most 
widely used because of its effi- 
ciency and satisfactory appear- 
ance. Such units diffuse the light 
well, distributing about one-third 
to the ceiling, and concentrating 
the balance on the cases, counters, 
tables and shelves. However, when 

(Continued on page 76) 


Correct store lighting ul- 
timately increases the 
sale per person. 
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The Hardware Age 


“Who Makes It Issue Arrives 


What Readers Say About It 


When They’re Better, 
H.A. Will Make ’Em 


TiconpEroca, N. Y.—Your Direc- 
tory of August 27, 1936, received. 
Think it is the best yet. 

When a better Directory is made 
Harpwake AGE will do it. Thanks. 

H. L. Smpxins, Prop. 
Bascom’s. 





Don’t Overlook the 
Regular Issues! 


CHARLESTON, W. Va.—We have 
received your last issue of “Who 





Makes It?” We use this directory 
daily and find it to be invaluable. 
Also, allow us to congratulate you 
on your HarpwarE AGE. 

Joe EMERICK, 

Charleston Hardware Company. 





The Trade Name Section 


CLEVELAND, On10—We acknowl- 
edge receipt of and thank you for 
the Directory Edition of the Harp- 
warE AcE. To those responsible for 
its publication, it represents a great 
deal of work and painstaking care. 
The trade name section is quite an 
added feature and while we are in 
the mill supply business, we will 
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find considerable use for it locating 
items that are not regularly handled 
in our business. 
Please accept our compliments. 
Wm. Ke tty, Purchasing Agent 
The W. M. Pattison Supply Co: 





The Valuable One 


RIcHFIELD Sprines, N. Y.—Please 
accept our thanks for current issue 


of “Who Makes It.” Of all the vol- 





umes in our Hardware Library, this 
one is probably of the greatest value. 
We use the directory very often. and 
it saves time and money, particularly 
in handling repair orders. 
Joun A. Loseg, President, 
Buchanan Hardware Co. 





They Got a Reputation 


Peterssurc, On10o—Of the “Who 
Makes It” Directory, would say we 
think a lot of this book, have used 


THEY CAN GET 
ANYTHING For ae 
You THEY He 
THE HAROwWARC 
AGE DIRECTORY 






it for a number of years. We would 
not want to get along without it. 
We use it mostly in locating com- 
panies that we want to order stove 
repairs and machinery repairs. In 
fact we have gained a reputation in 
ordering repairs of all kinds, if we 
cannot get them no one else can, 
much of this is due to your book. 
so we can recommend it highly. 
Knesav Bros. 


Use It Every Day 


PaNnaMA City, FLorma—We have 
just received your 1936-37 Merchan- 
dise Directory “Who Makes It?” 
We thank you very much for same. 

We use it practically every day 
and it is very valuable to us. 

M. N. FisHer, 


Fisher-Stinson Hardware Co., Inc. 





No Lily Painter 


Decatur, Itt.—I have just. -re- 
ceived your fine new copy of “Who 
Makes It.” Hardly a day goes: by 
but we must refer to it for some im- 
portant information. It is truly, the 


= NOT BAD As 17 15/; 





hardware man’s dictionary. I can- 
not criticize it or offer suggestions 
for its improvement. I am not one 
to paint the lily. 
I congratulate you on this splendid 
new number. 
Bos HumpuHrey, 
Morehouse & Wells Co. 
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THE HARDWARE STORE IS THE PLACE 
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Questions and Answers on the 





ROBINSON-PATMAN ACT 


Answers by Felix H. Levy, Esq., Prominent New York Attorney 
and former Special Assistant Attorney-General of the United 
States. Questions gathered by I. S. Eshleman from members of 
the National Association of Contract Builders’ Hardware Dis- 
tributors and presented to that body’s convention in St. Louis, 


Mo., September 25, 1936. 


Question No. 1 — Can manufac- 
turers whose established trade prac- 
tice is to sell their products for re- 
sale only—that is, to wholesalers 
and (or) retailers—sell also to con- 
sumers or users, or their agents? 

Answer — Yes. This is true be- 
cause the Robinson-Patman law does 
not attempt in any way to control 
or regulate the method by which a 
manufacturer undertakes to dispose 
of his merchandise. It only seeks to 
regulate and repress efforts upon 
the part of a manufacturer to give 
discriminatory advantages to one or 
more customers as against others. 

Question No. 2—Can such selling 
to consumers or users, or their 
agents, be restricted by manufactur- 
ers to certain classes only of their 
products, and such products sold in 
large or small quantities on indi- 
vidual contracts at net lump sum 
prices, instead of at the net or list 
and discount prices established by 
them for sale of these same prod- 
ucts through their regular distribu- 
tion channels of wholesalers and 
(or) retailers? 

Answer—Yes. Decisions of the 
United States Supreme Court have 
clearly declared that a manufactur- 
er may select his own customers and 
may refuse to sell to anyone accord- 
ing to his own discretion. 

The importance: of this statement 
is such as to justify quotation from 
the decisions thus made by the Su- 
preme Court. 

In one of them the Court says: 

“In the absence of any purpose 
to create or maintain a monopoly, 
the Sherman Act does not restrict 
the long-recognized right of a trader 
or manufacturer engaged in an en- 
tirely private business freely to exer- 
cise his own independent discretion 
as to parties with whom he will deal. 
And, of course, he may announce in 
advance the circumstances under 
which he will refuse to sell.” 

In another the Court said: 

“By these decisions it is settled 
that in prosecutions under the Sher- 
man Act a trader is not guilty of 
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violating its terms who simply re- 
fuses to sell to others, and he may 
withhold his goods from those who 
will not sell them at the prices which 
he fixes for their resale.” 

Question No. 3—Can such direct 
selling as outlined in Question No. 
2 be carried on at any time and all 
times and in any and all places as 
the manufacturers may determine 
are necessary by reason of economic 
conditions? 

Answer—Yes. 

Question No. 4—Would such di- 
rect selling contravene the intents 
and purposes of this law, if made 
in competition with the distribution 
of the identical articles of merchan- 
dise by the manufacturers’ estab- 
lished dealer connections? 

Answer—No, because such direct 
selling would not involve any dis- 
crimination between different cus- 
tomers of the manufacturer. 

Question No. 5—Would there be 
price discrimination against the es- 
tablished dealer connections if such 
sales and contracts were accepted 
by the manufacturer at (a) a high- 
er price; (b) an equal price; (c) 
a lower price? 

Answer—No, for the same reason, 
for (a) and (b); yes for (c). 

Question No. 6—Could manufac- 
turers, when selling direct to con- 
sumers or users, or their agents, be 
required to establish functional dif- 
ferentials favorable to their dealer 
connections, when specialized costs 
of fabrication, assembly and deliv- 
ery, as well as unusual methods of 
handling and invoicing are neces- 
sary—in other words, the manufac- 
turers assuming all the usual func- 
tions of resale performed by their 
regular distributors? 

Answer—No, for the same reason. 

Question No. 7—Could direct bid- 
ding among manufacturers on a ba- 
sis of consumer selling as outlined 
in Question No. 6, including all the 
added expenses necessary for such 
selling, and to the exclusion of their 
own dealer connections due to quo- 
tations as low or even lower than 





established list and discount prices, 
be justified on the grounds of “meet- 
ing competition”? 

Answer—It does not need such 
justification, because it does not 
involve discrimination among cus- 
tomers of the manufacturer, and 
therefore does not violate the Rob- 
inson-Patman law. 

Question No. 8—Can manufactur- 
ers establish sales offices in cities 
and distribute their products as in 
Question No. 2, including highly 
specialized ‘services in connection 
thereto, at the same prices as they 
merchandise through the regular 
trade channels—thereby not taking 
into consideration the expenses of 
such “contract” offices? 

Answer—Yes, for the same rea- 
sons stated under No. 4. 

Question No. 9—Would a basis of 
price discrimination under the law 
be more clearly defined if it were 
shown that direct contract lump sum 
selling represented only a small per- 
centage of the total merchandise 
made and distributed by the manu- 
facturers as compared to the enor- 
mous quantity of similar merchan- 
dise distributed through regular 
connections and the maintenance of 
reasonable and properly recognized 
price differentials? : 

Answer — If this question com- 
prises the same facts as are stated 
in the previous questions, then, for 
the reasons stated above, no price 
discrimination among different cus- 
tomers of the manufacturer would 
exist! Hence, the question is some- 
what confusing and misleading in 
its inquiry whether “a basis of price 
discrimination would be more clear- 
ly defined, etc.,” as no such basis 
exists. Consequently, the question 
of the relative percentages of the 
business done by such manufacturer 
through direct selling compared with 
his distribution through regular con- 
nections, etc., has no relation to the 
Robinson-Patman law and does not 
require the definition or justification 
indicated by this question. 

Question No. 10—Would a basis 
of price discrimination under the 
law be more clearly defined if it 
were shown that it has been the long 
established policy of the manufac- 
turers to encourage their regular 
dealer connections to sell certain 
classes of their products in a highly 

(Continued on page 76) 
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ANNOUNCE PROGRAM FOR AMERICAN HARDWARE 
MANUFACTURERS CONVENTION, OCT. 19-22 


An interesting program has 
been planned for the annual 
convention of the American 
Hardware Manufacturers Associ- 
ation, meeting from October 19 
to 22, inclusive, at the Marl- 
borough-Blenheim Hotel, Atlantic 
City. N. J., with the members of 
The National Wholesale Hard- 
ware Association. As in former 
years the program starts with a 
joint meeting of the wholesalers 
and manufacturers, which will be 
held in the ballroom of the hotel 
Monday, October 19, at 8:30 
P. M., with Leslie M. Stratton, 
Stratton-Warren Hardware Co., 
Memphis, Tenn., president of the 
wholesalers, welcoming the con- 
vention, and R. G. Thompson, 
vice-president, Lufkin Rule Co., 
New York City, president of the 
manufacturers, making the re- 
sponse. “Give and Take” will 
be the subject of an address by 
the Rev. Philip J. Steinmetz, 
rector, St. Paul’s Church, Elkins 
Park, Pa. 

Tuesday morning the Ameri- 
can Hardware Manufacturers As- 
sociation will hold an open 
meeting to. be addressed by 
Robert G. Thompson, president 
of the association. M. B. Folsom, 
treasurer, Eastman Kodak Co., 
Rochester, N. Y., will speak on 
“The Old Age Phase of Social 
Security” after which John Ray- 
mond McCarl, Comptroller Gen- 
eral of the United States from 
1921 to 1936, will give an ad- 
dress on “Our Government” The 
Small Tool Group of the Ameri- 
can Hardware Manufacturers As- 
sociation will meet Tuesday 
afternoon, with George U: Hatch, 
Millers Falls Co., Greenfield, 
Mass., chairman, in charge. 

“America at the Crossroads” 
will be the subject of an address 
at the Wednesday morning open 
session of the manufacturers to 
be given by H. W. Prentis, Jr., 
president, Armstrong Cork Co., 
Pittsburgh, Pa. Members of the 
National Wholesale Hardware 
Association will join members of 
the manufacturers’ association 
to hear Thurlow M. Gordon, 
Wright, Gordon, Zachry & Par- 
lin, New York City, talk on 
“The Robinson-Patman Price 
Discrimination Act” and Dr. 
Willard L. Thorp, director of 
economic research, Dun & Brad- 
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street, New York City, make an 
address on “Consumer Coopera- 
tives.” No meeting will be held 
by the manufacturers on Wednes- 
day afternoon. 

The annual business meeting 
of the manufacturers will be held 
Thursday morning, at which 
time Charles F. Rockwell, sec- 
retary, Americ a n Hardware 
Manufacturers Association, and 
committees will give their re- 
ports. Officers will be elected at 
this session. The program of 
The National Wholesale Hard- 
ware Association was outlined in 
the September 24 issue of Harp- 
WARE AGE. 

The National Association of 
Sheet Metal Distributors will 
hold its meeting Tuesday after- 
noon, October 20, at 2:30, the 
entire meeting being given over 
to discussion and consideration 
of the problems of distribution 
and relations with the mills. 
Chairman of the various commit- 
tees will report and make recom- 
mendations concerning the dis- 


tribution of: galvanized and 
black sheets and_ corrugated 
roofing; tin and terne plate; 


eaves trough and conductor pipe; 
prepared roofing, shingles, etc. 

Following the joint business 
meeting of the wholesalers and 
manufacturers Monday night 
there will be an informal recep- 
tion and dance in the Blenheim 
Ballroom. Tuesday afternoop 
there will be a bridge tea for the 
ladies of the convention and 
Tuesday evening there will be a 
floor show in the music room, 
followed by informal dancing in 
the ballroom. On Wednesday af- 
ternoon guest tickets will be 
issued to the ladies of the con- 
vention for boardwalk chair 
rides. The formal reception and 
ball will be held Wednesday 
evening. 


LAMSON & SESSIONS 
PROMOTES 6G. S. CASE, JR. 


George S. Case, Jr., until re- 
cently assistant general manager 
of the Chicago plant of The 
Lamson & Sessions Co., Cleve- 
land, Ohio, has been elected 
vice-president and general man- 
ager of the Chicago subsidiary 
of the Cleveland company. He 
succeeds the late George E. Os- 








GEO. 8. CASE, JR. 


born who passed away on Aug. 
28. Mr. Case has been affiliated 
with the company since his grad- 
uation from college in 1930, in 
operating and sales capacities, 
and has been at the Chicago 
plant since January, 1935. 


GLOBE-UNION CHANGES 
ITS CORPORATE NAME 


C. O. Wanvig, president, 
Globe-Union Mfg. Co., 900 E. 
Keefe Ave., Milwaukee, Wis., 
manufacturers of storage batter- 
ies, spark plugs, roller skates 
and Centralab radio products, 
has announced that at the last 
stockholders’ meeting the corpo- 
rate name of the company was 
changed to Globe-Union, Inc. 
Hereafter all of the organiza- 
tion’s factories in Atlanta, Cin- 
cinnati, Dallas, Los Angeles, 
Memphis, Milwaukee, Philadel- 
phia and Seattle, and the vari- 
ous operating divisions will be 
operated by the same executive 
control at Milwaukee. 


MICHIGAN DEALERS 
DINE AT GAYLORD 


Hardware dealers from the 
northern part of Michigan met 
recently at Gaylord, Mich., un- 
der the auspices of the Michigan 
Retail Hardware Association. 
W. C. Judson, Big Rapids, Mich., 
president of the association, and 
Harold W. Bervig, Lansing, sec- 
retary, addressed the meeting. 
George Ford, local dealer, was 
chairman of the meeting. 





MARTIN-SENOUR MAKES 
PERSONNEL CHANGES 


The Martin-Senour Co., Chi- 
cago, Ill., manufacturers of paints 
and varnishes, has transferred 
M. C. Woodward from his duties 
in Lincoln to the eastern sales 
division of the company, with 
headquarters at 18-30 Sackett 
Street, Brooklyn, N. Y. Mr. 
Woodward made many friends in 
his activities in the western divi- 





M. C. WOODWARD 


sion. Harold T. Johnson, for- 
merly advertising manager for 
Martin-Senour, with headquarters 
in Chicago, has succeeded Mr. 
Woodward as manager of the 
western division. 





HAROLD T. JOHNSON 


Prior to joining the Martin- 
Senour company Mr. Johnson 
was for a number of years sec- 
retary of the United Sash & Door 
Co. and assistant to Harry Con- 
stant, vice president in charge 
of paint sales. 
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FRANK SPINK NOW PRESIDENT 
OF BUNTING HARDWARE CO. 


Frank H. Spink was elected 
president of the Bunting Hard- 
ware Co. of Kansas City, Mo., 
last month. For the past ten 
years Mr. Spink has been trea- 
surer of the company and for the 
past two years its general man- 
ager. The election of the new 
president marks complete em- 
ergence of the company from a 
general reorganization. Several 
other changes have been made in 
the executive personnel of this 
35-year old important hardware 
store, known from coast to coast. 

Mrs. Marjorie M. Bunting, 
widow of the late George H. 
Bunting, is now chairman of the 
board, which position her hus- 
band held at the time of his 
death in 1932. Mrs. Bunting has 
served as president of the com- 
pany for the past two years. Her 
son, George H. Bunting, inactive 
in the business for the past sev- 
eral months, has resigned to con- 
centrate his attention in the oil 
business. His younger brother, 
Clark S. P. Bunting, who joined 
the organization following his 
graduation from college recently, 
is now secretary and assistant 
treasurer. He has specialized in 
selling the industrial field since 
joining the Bunting organization. 

Fred W. Magee continues as 
vice-president and is in direct 
charge of the company’s con- 
tracting division. He is well 
known for his skill and experi- 
ences in the builders’ hardware 
field. Mr. Magee, with the late 
George H. Bunting, founded the 
predecessor Bunting-Stone-Taylor 
Hardware Co., the forerunner of 
the present Bunting organization. 

Mr. Spink, the new president, 
has been with the Bunting store 
for twenty years, starting as a 
delivery boy. A native of Ken- 
tucky he came to Kansas City as 
a young man and has steadily 
advanced in the various depart- 
ments of the business and is well 
known among the _ important 
business people of Kansas City. 
Mr. Spink is also vice-president 
of the Western Retail Hardware 
& Implement Assn,, in which 
group he has been very active 
for many years, having served 
on the board of directors and 
been a factor in promoting the 
annual conventions of this, the 
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FRANK H. SPINK 


largest retail hardware and im- 
plement association in the coun- 
try. 


GOODRICH NAMES AVERY 
ASSISTANT SECRETARY 


Willis F. Avery was recently 
elected assistant secretary of 
The B. F. Goodrich Co., Akron, 
Ohio, in charge of patent, trade- 
mark and copyright work. He 
has been with the company since 
1924, having had charge of 
chemical and compounding cases 


in the company’s legal depart- 
ment. After serving as princi- 
pal of an academy he entered 
the U. S. Patent Office in 1915 
as an assistant examiner follow- 
ing which he was a member of 
the legal staff of the Westing- 
house Electric & Mfg. Co. 





COLDWELL ENTERTAINS 
UNDERHILL, CLINCH MEN 


Twenty salesmen and execu- 
tives of Underhill, Clinch & Co., 
wholesale hardware, 76 Ninth 
Ave., New York City, visited the 
plant of the Coldwell Lawn 
Mower Co., Newburgh, N. Y., on 
Saturday, Sept. 12. 

Acting as hosts for their com- 
pany were Col. Hayden W. Wag- 
ner, vice-president and treasurer, 
and George W. Sheeler, general 
sales manager. The guests were 
first taken on a tour of the fac- 
tory where they inspected the 
company’s 1937 line of mowers. 
Following this they enjoyed a 
Iunch at the Palatine Hotel, New- 
burgh, where sales plans and 
other matters of mutual interest 





were later discussed. 





WALTER D. FOSS CELEBRATES 80TH BIRTHDAY 


Walter D. Foss, president, The 
Wooster Brush Co., Wooster, 
Ohio, and past president (1915) 
of the National Paint, Oil & 
Varnish Association, recently 
celebrated his eightieth birthday 
at the Hotel Carter, Cleveland, 
Ohio, where he resides. With 
Mr. Foss for the occasion were 





his daughters, Mrs. W. L. 
Thompson, Winchester, Mass., 
and his four sons, Oscar, Don., 
Cliff. and Walt., all actively en- 
gaged in the present manage- 
ment of The Wooster Brush Co., 
which was founded in 1851, 


three generations ago, by their 
grandfather, Adam Foss. 





a3, 
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Here are members of the Foss family celebrating the 





eightieth birthday of Walter D. Foss, president, The Wooster 
Brush Co. Left to right are: Oscar H., Donald J., Clifford P., 
Walter D. and Walter R. Foss and Mrs. W.L. (Mildred Foss) 


Thompson. 








BILLY B. VAN TO SPEAK 
AT METROPOLITAN 
DINNER 
H. A. Cornell, general chair- 
man for the 1936 Metropolitan 
Hardware Dinner to be held at 
the Hotel Commodore, New 
York City, November 17, 1936, 
has announced that Billy B. Van, 





BILLY B. VAN 


noted humorist, will be the 
speaker at that affair. Mr. Van 
spoke at the recent NRHA At- 
lantic City Congress and made 
quite a hit with his philosophical 
wit and good business sense, 
etc. 

Dinner will be served at 7 
p. m. with the customary splen- 
did dinner and _ entertainment 
following Mr. Van’s talk. Mr. 
Cornell advises that several com- 
plete tables have been ordered 
by local firms and that early 
reservations promise that there 
will be a large crowd at the 
banquet. H. A. Cornell’s office 
is at 96 Clinton St., Brooklyn, 
N. Y., and his telephone number 
is Main 4-0492. 


WESTERN ASSOCIATION 
TO MEET JAN. 19-21 


The Western Retail Impiement 
& Hardware Association will hold 
its forty-eighth annual conven- 
tion and exhibition in Kansas 
City, Mo., Jan. 19 to 21, 1937. 
The meetings and exposition will 
be held at the New Municipal 
Auditorium. Herbert J. Hodge, 
secretary-treasurer of the associa- 
tion, has his headquarters at 





Abilene, Kan. 
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BUILDERS HARDWARE DISTRIBUTORS MEET 
AT ST. LOUIS, MO., SEPT. 23 TO 25 


Discuss Relations with Manufacturers and Seek to Curtail 
Factory Contract Departments and Improve Status of Special- 
ists in the Field. J. H. Dumbell Reelected President. Manu- 
facturers Display Goods. Distributors Discuss “Label” Plan. 


The second Annual Conven- 
tion of the National Association 
of Contract Builders Hardware 
Distributors was held at the 
Coronado Hotel in St. Louis, Mo., 
September 23 to 25, 1936, inelu- 
sive. Including distributor mem- 
bers and manufacturer guests 
there were approximately 80 in 
attendance with several leading 
manufacturers offering displays 
of complete lines. J. Harold 
Dumbell of Pittsburgh, Pa., was 
reelected President of the organ- 
ization which is seeking to im- 
prove the position of the build- 
ers hardware specialists and to 
protect their interests. 

With the exception of the Fri- 
day afternoon session, all busi- 
meetings were entirely 
executive for distributors only. 
Subjects discussed included— 
Cost records, competitive situa- 
tion faced by the builders hard- 
ware field, particularly in con- 
nection with direct selling by 
manufacturers, simplification pro- 


ness 


gram of the Department of Com-. 


merce in builders hardware, 
Robinson-Patman Bill and the 
relations between manufacturers 
and distributors 

At the open session Friday af- 
ternoon, representatives of sev- 
eral manufacturers participated 
in a discussion with distributors 
and unanimously indicated that 
their companies are highly in 
accord with the Association’s ob- 
jectives and anxious to cooperate 
in every way It was clearly 
brought out that distributors feel 
keenly the competition from 
manufacturers selling direct to 
builders, architects and house 
owners There were examples of 
such competition offered and it 
was the distributors’ opinion that 
such competition was unfair to 
the specialist in builders hard- 
ware who carries a stock, speci- 
fies and bids on builders hard- 
ware jobs. Spokesmen for 
manufacturers indicated their 
respective contract departments 
were a necessity in view of the 
scarcity of builders hardware ex- 
perts competent to “take off” 
from blue prints, specify proper 
harmonious hardware, and super- 
vise and install a complete finish- 
ing hardware contract. 

It was generally agreed that 
the builders hardware distribu- 
tors association should seek to 
encourage more competent young 
men as students of builders hard- 
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J. H. DUMBELL 


ware work to assure a future 
stability for the business. It was 
likewise agreed that both manu- 
facturers and distributors should 
seek to promote more energetic- 
ally the better grade hardware 
which provides better service to 
the user and a more satisfactory 
margin to producer and distribu- 
tor. The importance of having an 
efficient and attractive display 
room and a competent staff of 
builders hardware _ specialists 
were urged by all speakers and 
the premise approved by those 
of the convention. 


Cost Data 


Carl Prinzler, Vonnegut Hard- 
ware Company, Indianapolis, 
Ind., discussed cost data and 
proper methods of recording and 
compiling such valuable infor- 
mation, and the need for train- 
ing young men to carry on build- 
ers hardware work. G. M. 
Gardner, Gardner Hardware 
Company, Minneapolis, Minn., 
was on the program to discuss 
simplification practices as pro- 
posed some years ago -by the 
Department of Commerce and 
followed to some extent through- 
out the industry. He presented 
a paper on this subject and 
supplemented this message with 
recommendation that the Asso- 
ciation sponsor a label campaign 
to effect not only simplification 
but some quality standards in 
the builders hardware field. He 
presented a paper on this from 
which we quote the following: 

“T suggest that the Association 
appoint a committee to study this 





entire subject and report to the 
directors their findings on the 
advisability of action by the 
board to: 

“Ist Adopt for the Association 
specifications for size, quality 
and finish of as many builders 
hardware stock items as they 
judge advisable, based on the 
Commercial Standards CS22-30 
and government specifications 
FF-H-106, etc., and their own 
judgment. 

2nd. Adopt association copy- 
righted labels for these items, 
permits for use to be sold to 
such manufacturers as are ap- 
proved by the association, and 
who are willing to certify their 
quality and guarantee careful in- 
spection. Each item to have our 
number regardless of manufac- 
turer. 


Should be a Guarantee 


“This label should be a guar- 
antee to the architect, the con- 
tractor and the owner of satis- 
factory service and durability. 
By advertising and promotion 
from our members the association 
label will be recognized by the 
building industry as the Board 
of Fire Underwriters label is now 
accepted as standard. 

“There will be some revenue 
to the association from the sale 
of labels, a charge of 1 per cent 
on sales to 100 distributors at 
$25,000 each would bring $25,000 
to the association, to be used for 
advertising and perhaps the pub- 
lication of a catalog of speci- 
fications for the architect. Pages 
in the catalog could be sold to 
specialty manufacturers, who 
Wish to show their lines with 
other high quality merchandise 
for the construction industry. 
The association catalog would 
help solve the problem of the 
architect who now holds up his 
hands when forced to make a 
selection of suitable hardware for 
his requirements. 

“The general adoption of the 
association § specifications as 
shown by the association label 
and published in a catalog would 
establish our position in the 
building trade on a high level of 
responsibility and respect. 

“3rd. The sale of labeled mer- 
chandise could be limited to 
members of the association, giv- 
ing them the advantages of our 
advertising and promotion work 
among the architects and own- 
ers. This would increase the 
membership and tend to elimi- 





unqualified 


nate inexperienced, 
competition. 

“4th. Uniform labels would 
simplify the work of buyers, and 
stock men, would improve the 
appearance of our shelves and 
would make it unnecessary to 
confine our purchases to one 
source of supply. 

“In this program we can count 
on the assistance and advice of 
the Bureau of Standards of the 
Department of Commerce who 
have already accomplished with 
the cooperation of the various 
trade associations a solid founda- 
tion on which we can build. With 
this cooperation available we 
would fail in our duty to our- 
selves and our obligations to our 
industry if we neglect now to act 
with the utmost vigor to ac- 
complish the program set forth.” 

At the closing session Friday 
morning John Freeman of De- 
troit, presented a paper which 
was prepared by I. S. Eshleman 
of New York City, with the help 
of Charles J. Heale, Editor, 
Harpware Ace, and Felix H. 
Levy, Esq., prominent New York 
attorney. This paper consisted 
largely of questions and answers 
on the Robinson-Patman Act, 
and also included some opinions 
by Flint Garrison of the Whole- 
sale Dry Goods Institute and 
H. P. Sheets, Managing Director 
of the N.R.H.A. Following Mr. 
Freeman’s presentation of the 
prepared paper, Mr. Heale an- 
swered questions from the floor 
regarding this legislation and its 
probable effect on builders hard- 
ware distribution problems. 

Thursday night there was an 
informal stag dinner which was 
well attended and much enjoyed 
as it was the only organized 
social event of the convention. 
Officers elected for the coming 
year are as follows: J. Harold 
Dumbell, Samuel McKnight 
Hdwe. Co., Pittsburgh, Pa., presi- 
dent; John Cobb, of Cobb, White 
and Leymer Co., Chicago, Ist 
vice-president; John Freeman of 
Detroit, 2nd vice-president, and 
R. E. Culp of Stambaugh-Thomp- 
son Co., Youngstown, Ohio, as 
secretary. Leon Warner, Warner 
Hardware Co., Minneapolis, 
Minn., was elected treasurer. 

Among the exhibitors were the 
following: Sager Lock Works; 
Norton Door Closer Co.; Vonne- 
gut Hardware Co.; Barrows Lock 
Co.; Glynn Johnson Co.; Mce- 
Kinney Mfg. Co.; Bommer Spring 
Hinge Co.; H. B. Ives Co.; The 
Schlage Lock Co.; The Lock- 
wood Co.; The Payson Mfg. Co.; 
The Stanley Works; Detroit 
Hardware Co.; Richards-Wilcox 
Mfg. Co.; Lawrence Bros. Co., 
Inc., and Oscar C. Rixson Co. 
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BOOSTERS WILL ELECT 
OFFICERS IN OCTOBER 


Announcement was made at 
the meeting of the Hardware 
Boosters held Friday evening, 
September 25, in the Washington 
Room of the George Washington 
Hotel, Lexington Avenue and 
Twenty-third Street, New York 
City, that election of officers 
would be held at the October 30 
meeting to be held at Pontin’s 
Restaurant, 47 Franklin St., New 
York City. The problem of find- 
ing a permanent place to hold 
meetings the last Friday evening 
of each month was the chief 
topic of discussion. A. M. Phe- 
lan, Sharon Hardware & Mfg. 
Co., president of the Boosters, 
presided at the meeting. 

The Boosters decided to pub- 
lish their newly revised constitu- 
tion and to issue a roster of past 
presidents and present members. 
A report was given on the fishing 
trip sponsored by the organiza- 
tion during the summer, which 
was a very successful affair. 
Resolutions of sympathy were 
ordered sent to the families of 
Henry Ludwig, William S. Roe, 
John K. Eldridge and Ralph 
Manning, all friends of various 
members of the Boosters, who 
passed away since the last meet- 
ing of the Boosters. Resolutions 
expressing sympathy and wishes 
for a speedy recovery were 
passed and ordered sent to mem- 
bers who were ill at the time of 
the meeting. 

William L. Blumberg, William 
L. Blumberg Co., Inc., 31 War- 
ren St., New York City, whole- 
sale hardware distributors; Mil- 
lard F. Durlach, The United 
Metal Box Co., Brooklyn; Harry 
W. Bowles, Star Expansion Bolt 
Co., Thomas H. Bove, Thomas 
A. Troy & Sons and Chester M. 
Heath New York office of Millers 
Falls Co., were elected members. 


LUCAS MAKES SALES 
PERSONNEL CHANGES 


Frank F. Whittam, general 
sales manager, John Lucas & Co., 
Inc., 322 Race Street, Philadel- 
phia, Pa., has announced several 
important changes in the sales 
personnel of the company. Due 
to the sound condition of busi- 
ness in the Mississ'ppi Valley, a 
new sales division is being 
opened in Memphis, Tenn., with 
W. M. Barr as trade sales man- 
ager. He has been with the 
company for five years and for 
the past two years was Phila- 
delphia trade sales manager. J. 
T. Kelly succeeds Mr. Barr as 
Philadelphia manager, bringing 
to the position 24 years of sales 
experience and two years of dis- 
play room and warehouse man- 
agement at Atlantic City. 
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W. J. Jenkins for several years 
has held the position of auditor 
and will now assume managei- 
ship of the branch display rooms 
and warehouses at Atlanta, Ga.; 
Memphis, Tenn.; Topeka, Kan.; 
Atlantic City, N. J.; Reading, 
Pa., and Rochester and Buffalo, 
N. Y. Walter E. Booth, who 
has been doing outstanding work 
in the maintenance field in Phila- 
delphia, has been appointed man- 
ager of the Atlanta branch. 

In the Philadelphia industrial 
division, Lloyd F. Kautz and 
Rowland E. Bonner will devote 
their time to field and labora- 
tory work, developing the larger 
accounts. Stanton Latham, man- 
ager of the automotive division, 
will combine this work with the 
management of industrial sales, 
with Messrs. Kautz and Bonner 
acting as consultants. 

George W. Freiberg, for sev- 
eral years with the Cleveland 
Varnish Co., has been added to 
the staff of the general sales 
manager and will assume charge 
of brush and cold water paint 
sales. 


HENDRIE & BOLTHOFF 
CELEBRATE 75TH YEAR 


To commemorate its seventy- 
fifth anniversary Hendrie & Bolt- 
hoff Mfg. & Supply Co., Denver, 
Colo., has issued an _ attractive 
booklet entitled “75 Years of 
Progress,” outlining the history 
of the organization. Illustra- 
tions show various buildings in 
which the company has been lo- 
cated during its seventy-five years 
of service and views of various 
departments of the main plant 
and branches in three other com- 
munities—Pueblo, Colo., Albu- 
querque, N. M., and Deadwood, 
S. D. Other pictures show proj- 
ects for which Hendrie & Bolt- 
hoff supplied equipment. 

Pioneer members of the firm 
are pictured as well as the pres- 
ent officers of the firm. Present 
officers of the firm are Herbert 
V. Waterman, president; Robert 
W. Hanington, first vice-president 
and treasurer; James S. Smith, 
second vice-president; Everett 
W. Brown, secretary, and Walter 
G. Tripp, assistant secretary. 
These officers have an average of 
forty years of service. 


JERSEY DEALERS HEAR 
ADDRESS ON VOICE 


“Public Speaking in the Busi- 
ness World” was the topic of 
L. W. Dwyer, lawyer and public 
speaking instructor, at the Sept. 
15 meeting of the North Jersey 
Hardware & Supply Association, 
held at the Hotel Plaza, Jersey 
City, N. J. Mr. Dwyer spoke on 





the necessity of being a forceful 
speaker in order to properly sell 
merchandise. The voice he said 
is all we have to convey an idea 
or to put over a sales talk mak- 
ing it necessary to speak cor- 
rectly. 

Plans were formulated to in- 
crease. membership and _atten- 
dance at meetings. It was an- 
nounced that the meeting of Oct. 
27 would be addressed by Pro- 
fessor Fitzgibbons, psychologist, 
who teaches selling by means of 
concentration. George Force, 
president of the association, pre- 
sided at the meeting. 


J. C. CALHOUN PROMOTED 
BY WINCHESTER ARMS 


James C. Calhoun has been 
appointed assistant sales mana- 
ger of the Winchester Repeat- 
ing Arms Co., New Haven, Conn., 
with headquarters in that city. 
For the past year he served as 
district manager for the West- 
ern Cartridge Co., E. Alton, IIl., 


JAMES C. CALHOUN 


with headquarters “in Atlanta, 
Ga., his territory being the «six 
southeastern states in three of 
which he served both Western 
Cartridge and Winchester Re- 
peating Arms Co. 

Mr. Calhoun spent sixteen 
years in the southeast, establish- 
ing a splendid record as a sales- 
man and sales executive for flash- 
lights, batteries, firearms, ammu- 
nition, roller skates and pocket 
cutlery. He was a prominent 
figure in trap shooting through- 
out the South and in recent 
years also in skeet shooting. In 
the latter sport, in 1935, he was 
runner-up for the Individual All 
Gauge Skeet Championship of 
Georgia. The previous year he 
won the championship of the 
Capitol City Gun Club of At- 
lanta. During his long period of 
service in the southeast he de- 
veloped his acquaintance in the 
jobbing trade far outside his own 
territory. 





CARBORUNDUM RESUMES 
BROADCASTS, OCT. 17 


The Carborundum program, 
a perennial favorite of the fall 
and winter broadcasting season, 
will return to the air on October 
17 for its eleventh successive 
year of broadcasting. As before, 
the program will be heard over 
the Columbia Broadcasting Sys- 
tem from 7:30 to 8:00 P.M., 
EST, Saturdays, and will feature 
the music of the Carborundum 
Band, directed by Edward 
d’Anna; Indian legends told by 
Francis D. Bowman, advertising 
manager, The Carborundum Co., 
Niagara Falls, N. Y., and narra- 
tor and director of the program; 
and occasional broadcasts of the 
roar of Niagara Falls, picked up 
by a microphone suspended over 
the falls. The broadcasts will 
originate at Gorge Terminal Au- 
ditorium in Niagara Falls, home 
of the Carborundum Co. 

Emphatically featuring the 
Carborundum abrasive products 
sold by hardware _ dealers 
throughout the United States 
and Canada, the broadcasts are 
designed to promote trade traffic 
to the hardware stores. In all of 
its ten years on the air, the pro- 
gram has been extremely effec- 
tive in promoting the interests 
of the hardware dealer. 

“The Voice of Niagara,” as 
the series is now titled, is unique 
as the oldest program of band 
music on the air and one of the 
pioneer sponsored programs. It 
is also the only series which has 
remained unchanged in _person- 
nel in a whole decade of broad- 
casting. First presented over a 
single Buffalo station in the fall 
of 1926, it was expanded the 
following year to a chain of three 
New York state stations, and, 
seven years ago, to the Columbia 
network. With no changes in 
the nature of personalities of the 
program, it has brought increas- 
ing responses from year to year. 

“The Voice of Niagara” will 
be heard over CBS outlets in the 
folowing cities: Baltimore, Bos- 
ton, Buffalo, Chicago, Cincinnati, 
Cleveland, Detroit, Kansas City, 
Louisville, New York City, 
Omaha - Lincoln, Philadelphia, 
Pittsburgh, Providence, St. 
Louis, Syracuse, Charlotte, and 
Minneapolis. 


ILLINOIS DEALERS 
TO MEET FEB. 2-4 


The Illinois Retail Hardware 
Association, Inc., will hold its 
fortieth annual convention and 
exhibit at the Peoria State 
Armory, Peoria, Ill., February 2. 
3 and 4, 1937. C. G. Gilbert, 
managing director, The [Illinois 
Retail Hardware Association, has 
his headquarters at 1155 Mer- 
chandise Mart, Chicago. 
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H. C. BROKAW HEADS 
CYCLE MANUFACTURERS 


At the recent fall meeting of 
the Bicycle Manufacturers Asso- 
ciation held in Cleveland, H. 
Clyde Brokaw, The Shelby Cycle 
Co., Shelby, Ohio, was_ elected 
president. Homer S. Teall, H. P. 
Snyder Mfg. Co., Little Falls, 
N. Y., is vice-president and Al 
Mellman, Cleveland Welding 
Co., Cleveland, Ohio, is secretary- 
treasurer for the coming year. 





H. C. BROKAW 


Much enthusiasm was ex- 
pressed over the success of the 
Cycle Trades of America pub- 
licity in furthering bicycle sales. 
E. H. Broadwell, president, The 
Westfield Mfg. Co., Westfield, 
Mass., and chairman of the 
C.T.A. Publicity Committee, and 
L. N. Southmayd, manager, 
C.T.A., were complimented on 
the effectiveness of the publicity 
organization and plans were 
made to give additional support 
and expand the program for 
1937. 

All of the members of the Bi- 
cycle Manufacturers Association 
report bicycle shipments up until 
September 1, greatly in excess 
of the same period for 1935. It 
is estimated that approximately 
a million and a quarter bicycles 
will be sold during the present 
year. 





MERGE JOHNSON MOTOR 
AND EVINRUDE-ELTO 


Special stockholders’ meetings 
were convened in Waukegan and 
Milwaukee on September 28 to 
vote upon the consolidation of 
Johnson Motor Co., Waukegan, 
Ill., and the Outboard Motors 
Corp., Milwaukee, Wis., to form 
a new company to be known as 
Outboard, Marine & Mfg. Co. 
The board of directors of each 
company held a meeting on Au- 
gust 28 and agreed, subject to 
the approval of the stockholders, 
on the consolidation. 

In the letter to stockholders, 
directors of both companies ex- 


solidation will make possible 
worthwhile savings in production 
costs and in overhead and ad- 
ministrative expense and_ will 
result in greater efficiency of 
operation. It is intended that the 
present competitive lines of out- 
board motors, Elto-Evinrude on 
one hand, Johnson on the other, 
will be continued on a strictly 
competitive and _ independent 
basis not only as to the sales 
and distribution, but in respect 
also to design, development, con- 
struction, and operating prin- 
ciples. Engineering, design, sales, 
advertising, remain separate and 
competitive. Distributorships and 
dealerships in each line will not 
be merged; instead, the values 
of two well developed and suc- 
cessful competitive organizations 
will be retained and given full 
scope for development. 





E. W. HARDIN RETURNS 
FROM TRIP TO EUROPE 


E. W. Hardin, president, Ama- 
rillo Hardware Co., Amarillo, 
Tex., wholesale hardware distrib- 
utors, and Mrs. Hardin returned 
recently from a six weeks’ vaca- 
tion spent in northern European 





E. W. HARDIN 


countries. Mr. Hardin com- 
ments, “Europe is not as excited 
over war as we Americans are. 
There is no fear of close war, 
nor are there conditions in 
Europe that would hasten war.” 
Spending the major part of their 
time in Russia, Mr. Hardin tells 
many interesting facts about 
Russian people. 

“Russia has one thought—to 
become self-supporting and to 
develop industrially so as to be 
independent of the outside 
world,” says Mr. Hardin. “In this 
idea, individual values, religion 
and human relations have been 
pushed too far into the back- 
ground. Much progress has 
been made in economic stability 


Announcement was made at 
the September 24 meeting of the 
New York Paint, Varnish & 
Lacquer Association meeting 
held at the Hotel Biltmore, New 
York City, that the association 
would celebrate its fiftieth anni- 
versary with a_ special ladies 
night program in March, 1937. 
President Harry R. Hillman, 
Eagle Paint & Varnish Co., 
Brooklyn, N. Y., conducted the 
meeting which was attended by 
more than 170 members and 
guests. 

Attention was called to the an- 
nual convention of the National 
Paint, Varnish. & Lacquer As- 
sociation to be held in Chicago 
in November. A brief business 
meeting was held at which time 
chairman and members of com- 
mittees were announced. Henry 
I. Gilbert, Capitol Paint & Var- 
nish Co., is chairman of the 
trade sales committee and H. M. 
Howard, the Thiebaut & Walker 
Co., heads the industrial sales 
committee. D. J. Healy, Spencer 
Kellogg & Sons Sales Corp., is 





N. Y. PAINT CLUB TO OBSERVE 50TH YEAR 


chairman of the acquaintance 
committee and Stanley C. Dun- 
ning, Muralo, Inc., is chairman 
of the constitution and by-laws 
committee. Other committee 
heads are: Theodore Kleine, 
credit and collections; J. P. Dun- 
phy, kindred products; G. A. 
Wharry, program; H. A. Wake- 
field, Imperial Color Co., raw 
materials; W. S. Auchincloss, 
Oil, Paint & Drug Reporter, 
publicity; Andrew L. Somers, 
The Fred L. Lavanburg Co., leg- 
islative; Thomas J. Starkie, 
Wishnick-Tumpeer, membership; 
Ralph H. Everett, Keystone Var- 
nish Co., production; G. A. 
Wharry, special golf committee, 
and J. A. Winzenreid, Devoe & 
Raynolds Co., traffic. 

W. A. Cash, British Titan 
Preducts Co., Bellingham on 
Tees, England, expressed his 
pleasure at being present. Intro- 
duced as Dr. Eric Wagner, an 
Austrian paint manufacturer, a 
professional humorist spoke on 
business philosophy at the start 
and ended his comments with a 
number of dialect stories. 





FEDERAL BEARINGS 
TO EXPAND PLANT 


Herman A. Schatz, president 
and treasurer, The Federal Bear- 
ings Co., Inc., Poughkeepsie, 
N. Y., has announced that an 
addition three stories high will 
be made to the present buildings 
making the sixth major structure 
erected since formation of the 
corporation in 1910. The changes 
will provide about _ thirty-five 
thousand additional square feet 
of floor space. 

The Schatz Mfg. Co., which is 
an associate company, manufac- 
tures a complete line of ball 
bearing castors known as Acme 
castors on the same property as 
the Federal company. The Fed- 
eral Bearings Co., Inc., also op- 
erates The Waterbury Steel Ball 
Co., Inc., Waterbury, Conn., 
where all steel balls used by 
both companies in completion of 
their products are manufactured. 





FULLER BLADE CO., INC., 
MOVES PLANT, OFFICES 


The Fuller Blade Co., Inc., 
with New York sales offices at 
6 W. 32nd St., New York City, 
recently moved its general offices 
and factory to much larger quar- 
ters in its own building at 294-8 
Badger Ave., Newark, N. J. The 
company, which has been estab- 
lished for some time, manufac- 
tures double edge wafer type 
blades of various styles as well 
as other styles of blades for 








press their belief that the con- 
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in Russia, however.” 


L. M. Hann, sales manager, in- 
vites customers to pay a visit to 
the new plant. 





J. M. SWEENEY TALKS 
TO ROTARY CLUB 


John M. Sweeney, vice-presi- 
dent, Federated Sales Service, 
Boston, Mass., recently addressed 
the Worcester Rotary Club, 
Worcester, Mass., on the subject 
of distribution through manufac- 
turers’ agents. He saw a bright 
future for the manufacturers’ 
agent and salesmen in general, 
saying, “There never has been 
greater opportunity than the 
present for men who have ability 
to sell.” He enumerated eight 
points that are essential in set- 
ting up and operating the manu- 
facturers’ agent type of distribu- 
tion. 

BRIGHT & CO. HOST TO 
HARDWARE DEALERS 


Bright & Co., Reading, Pa., 
wholesale hardware distributors, 
entertained dealers from five 
counties recently during the en- 
tire week of the Reading Fair. 
The entire first and second floor 
of the warehouse was turned 
over to elaborate exhibits. Dur- 
ing the week the firm entertained 
about 1000 dealers and their em- 
ployees and families. More than 
forty manufacturers had special 
displays during the Fair week 
with representatives from many 
of the companies on hand to wel- 
come the guests and show the 








safety razors. 





various lines on display. 
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UNDERHILL, CLINCH & CO. 
ADDS NEW MAJOR LINES 


Underhill, Clinch & Co., whole- 
sale hardware, 76 Ninth Ave., 
New York City, has been ap- 
pointed exclusive distributor in 
the New York metropolitan area 
for Universal electric refrigera- 
tors manufactured by Landers, 
Frary & Clark, New Britain, 
Conn., and for Winchester fire- 
arms, ammunition, roller skates 
and cutlery, produced by the 
Winchester Repeating Arms Co., 
New Haven, Conn., as well as 
Bond flashlights and _ batteries, 
the manufacture of which is con- 
trolled by the same maker. 

The company has also been 
named a distributor of Universal 
electric washers, dryers and iron- 
ers; Plumb hammers, hatchets, 
axes, etc., made by Fayette R. 
Plumb, Inc., Philadelphia, Pa., 
and Reeves Snap-Lock stove 
pipe, manufactured by the 
Reeves Mfg. Co., Dover, Ohio. 

All of the distributorship ap- 
pointments are now effective. 
with the firm already in a posi- 
tion to render prompt service, ac- 
cording to Carlton B. Waller, 
president of the company. Spe- 
cial arrangements have been 
completed for handling the ma- 
jor appliance, firearms and am- 
munition lines, since similar 
products were not previously 
carried by the company. 


ROGERS ISINGLASS CO. 


HAS NEW SALES POLICY . 


The Rogers Isinglass & Glue 
Co., Gloucester, Mass., has an- 
nounced a new sales policy. In 
announcing the policy to the 
trade W. A. King, sales depart- 
ment, said, “We do not sell chain 
stores, group buyers or mail 
order houses. Rogers Liquid 
Fish Glue reaches the consumer 
by way of the hardware jobber 
and the hardware retailer. This 
means that the independent re- 
tailer has absolute protection.” 

The same announcement told 
of the new free counter display 
offered by the Rogers company. 


DISCUSS COOPERATIVE 
BUYING IN PHILADELPHIA 


The adverse effects on the re- 
tail hardware trade in Philadel- 
phia and vicinity of consumer 
cooperative merchandising was 
discussed at the September 17 
meeting of the Retail Hardware 
Association of Philadelphia. 
Among the suggestions made 
during the discussion was that a 
committee be appointed to in- 
vestigate cooperative purchases 
through the association in certain 
lines, 

President George R. Park, Jr., 
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presided at the meeting which 
was held at Stauffer’s Restaurant. 
Elwood C. Fisher, James Mc- 
Dermott, William D. Beener and 
Edward Pennegar addressed the 
meeting. 

Harry D. Kaiser, past presi- 
dent of the association, who was 
elected a member of the National 
Retail Hardware Association 
board of directors at the July 
convention was guest of honor at 
the meeting. Appreciation of 
the honor conferred on the Phil- 
adelphia association by his elec- 
tion was expressed. 


KITCHEN MODERNIZING 
DEAIER HELPS OFFERED 


The National Kitchen Modern- 
izing Bureau, 420 Lexineton 
Ave., New York City, snonsored 
by the Ed‘son Electric Institute 
and the National Electrical 
Manufacturers As~ociation, which 
early this year issued the Na- 
tional Kitchen Modernizing Plan 
Book, is offering new advertising 
and promotional helps which are 
available to hardware dealers at 
nom‘nal prices. Included in the 
materials now offered are new 
lithographed cardboard display 
units done in percpective with 
min‘ature models of refrigerator, 
range, dishwasher-sink, cabinets 
and working counters. This unit 
is equipped with a holder for 
socket and lamp bulb so it can 
be readily illuminated. 

Other helps include outdoor 
posters, bureau membership sign 
and counter s‘gn reading “Mod- 
ernize, Electrify Your Kitchen, 
Time Payments if you desire.” 
In addition there are newspaper 
mats and electros and street car 
cards, bureau emblem electros. 
mats and stickers, planning books 
for electric kitchens and photos 
of “before” and “after” kitchens. 

New consumer folders and 
booklets will be offered if the 
demand for them is great enough. 


SANDVIK SAW & TOOL 
MOVES N. Y. OFFICES 


The Sandvik Saw & Tool 
Corp., Minneapolis, Minn.. has 
announced the removal of its 
New York City offices to new 
and larger quarters at 47 Warren 
St. In its new quarters the New 
York office has larger space per- 
mitting the carrying of larger 
and more complete stocks. A 
sample room is included where 
all of the company’s lines are 
shown. 


_KLOUSNER REPRESENTS 
‘STANDARD ELEC. STOVE 


The Standard Electric Stove 
Co., 1712 N. 12th St., Toledo, 





Ohio, has appointed F. J. Klous- 
ner, Meadville, Pa., district rep- 
resentative for northwestern 
Pennsylvania and southwestern 
New York. 

New distributors recently ap- 
pointed include: Northeastern 
Radio, Inc., Hartford, Conn.; 
Charles E. Hayes Co., Spring- 
field, Mass., and the Griffith Dis- 
tributing Corp., Indianapolis, 
Ind. 


NEW ENGLAND HARD- 
WARE & IRON ASSOCIA- 
TION HOLDS ANNUAL 
OUTING 


Members of the New England 
Iron & Hardware Association 
held their annual outing recently 
at the Woodland Gelf Club with 
seventy-two members and guests 
present. The golf committee 
members were C. C. Butts, M. C. 
Harvey and L. A. Paine. 

Golf prizes were won by A. P. 
Chase, J. A. Davey, S. A. Rus:ell, 
M. C. Harvey, Percy Jenkins, H. 
M. Frances, A. E. Beever, C. C. 
Butts, W. T. Ryan, F. F. McGinn 
and G. W. Farr. 


ISSUE RECOMMENDATION 
FOR COLOR CODE FOR 
MARKING STEEL BARS 


The Division of Simplified 
Practice, National Bureau of 
Standards, has mailed copies of 
a proposed Simplified Practice 
Recommendation for a Color 
Code for Marking Steel Bars to 
all interests for consideration 
and approval. This proposal was 
originally submitted to the in- 
dustry on Aug. 27, 1935, but so 
many constructive suggestions 
were received that it was found 
advisable to revise the Color 
Code to insure more general ac- 
ceptance. The revised Color 
Code will be promulgated when 
an adequate volume of accep- 
tance has been recorded. 

Mimeographed copies may be 
obtained without charge from 
the Division of Simplified Prac- 
tice, National Bureau of Stand- 
ards, Washington, D. C. 


HORTON MFG. APPOINTS 
TWO DISTRIBUTORS 


The Horton Mfg. Co., Fort 
Wayne, Ind., manufacturers of 
Horton washers and ironers, have 
announced the appointment of 
the Electrical Specialties Co., 
Detroit, Mich, and Fey & 
Krause, Inc., Los Angeles, Calif., 
as distributors for the Detroit 
and southern California terri- 
tories, respectively. 





ELECT SUPPLEE-BIDDLE 
OFFICERS, DIRECTORS 


At the meeting of the stock- 
holders of Supplee-Biddle Hard- 
ware Co., 511 Commerce Street, 
Philadelphia, held at that office 
on September 28th, the follow- 


WM. GEO. STELTZ 


ing directors were elected: Wil- 
liam George Steltz, Martha Mcl. 
Biddle, Charles M. Biddle, Jr., 
Alfred Klein, Marshall S. Mor- 
gan, J. Carl DeLaCour and 
Philip L. Corson. 

The newly elected board of 
directors reelected William 
George Steltz president of the 
company. Other officers are: 
Charles M. Biddle, Jr., vice 
president; Alfred Klein, vice 
president; Llewellyn A. Hoe- 
flich, secretary -treasurer; Lau- 
rence S. Adams, controller; M. 
Z. Fagan, assistant secretary, and 
Harry C. Barnes, cashier. 


E. H. EVERETT JOINS 
LORICK & LOWRANCE 


E. H. Everett, formerly one of 
the owners of the old Spartan 
Hardware Co., Spartanburg, 
S. C., and more recently a sales- 
man for Montgomery & Craw- 
ford, Spartanburg, S. C., is now 
a salesman for Lorick & Low- 


rance, Columbia, S. C. 


INSPECTED HOUSEHOLD 
ELECTRICAL APPLIANCES 
LISTED IN NEW BOOKLET 


The Underwriters’ Laborato- 
ries, 207 E. Ohio St., Chicago, 
Ill., has issued a booklet entitled 
List of Inspected Household 
Electrical Appliances. This book- 
let, which is being distributed to 
dealers handling electrical appli- 
ances lists practically all of the 
classes of domestic electrical ap- 
pliances. Aims of the Under- 
writers’ Laboratories are de- 
scribed in this one hundred and 
four page booklet. A brief out- 
line of the tests and factory in- 
spection is also contained. 

This booklet is completely 
cross indexed. 
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GARRARD E. KELLY 


Garrard E. Kelly, 44, son of 
the late W. C. Kelly, founder of 
the Kelley Axe & Tool Co., 
Charleston, W. Va., now the 
Kelly Axe & Tool Works of The 
American Fork & Hoe Co., died 
September 18 at his home in 











































OBITUARY 


the hardware business starting 
his career with the Perkins 
Hardware Co., Brookhaven, later 
associating with the Adkinson- 
Bauer Hardware Co. In Octo- 
ber, 1923, he became affiliated 
with the Jackson Hardware Co., 
becoming president of that con- 
cern in 1934. 


W. E. DAUGHERTY 


William FE. Daugherty, 70, 
president, Crisfield Hardware 
Co., Crisfield, Md., died recently 
at his home in that town. He 
was vice-president and a director 
of the Bank of Crisfield and was 
active in municipal and frater- 
nal affairs. He was the first clerk 
and treasurer of the town. 








the founder. His son, J. Earl 
Kropp, has been associated with 
him in business since 1913. 


JOHN K. ELDRIDGE 


John K. Eldridge, 77, presi- 
dent of the Sickels-Loder Co., 
New York City, wholesale hard- 
ware distributors at the time of 
that company’s sale to the Sil- 
berman Hardware Co., Inc., New 































GARRARD E. KELLY 





Cincinnati, Ohio, from a_ heart 
ailment. He was a director of 
The American Fork & Hoe Co. 
and chairman of the 






board of 






directors of the American Barge 
Line Co. Mr. Kelly moved with 
his parents to Charleston, W. Va., 
in 1905, the year the Kelly Axe 
& Tool Co. were founded. His 
father W. C. Kelly was one of 
the best known men in the hard- 









ware business within the past 
His grandfather Wil- 
liam Kelly had an iron furnace 
in Eddyville, Ky., before the Civil 


War and was one of the pioneers 





fifty years. 







in the development of the Bes- 





semer process in this country. 
Mrs. Kelly, his daughter Lucy 
Gayle Kelly and W. C. Kelly, II, 


survive. 











W. C. EDWARDS 
W. C. Edwards, 69, who en- 


gaged in the hardware business 
at Saluda, S. C., for a number 
of years died recently as a result 
of injuries sustained in a fall a 
few days previously. 









OSCAR GUESS 


Oscar Guess, 52, president, 
Jackson Hardware Co., Jackson, 
Miss., died recently at his home 
in that town following an ex- 
tended illness. He grew up in 
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JOSEPH A. IMBODEN 


Joseph A. Imboden, 65, man- 
ager of Smith Bros. hardware 
department in St. Marys, Pa., 
died recently from injuries suf- 
fered in a fall. 


EDWIN H. KEACH 
Edwin H. Keach, 71, Daniel- 


son, Conn., hardware dealer for 
the past forty-seven years, died 
recently at his home in that 
town. After serving as postmas- 
ter at Danielson for twelve years 
he retired two years ago. He 
was active in fraternal organi- 
zations. 


WILLIAM L. CARUTHERS 


William L. Caruthers, 52, ac- 
tively engaged in the hardware 
business in El Dorado, Ark., un- 
til ill health forced his retire- 
ment in 1935, died recently 


JOHN HENRY HIBBARD 


John Henry Hibbard, 74, sec- 
retary-treasurer, Hibbard Hard- 
ware Co., New Smyrna, Fla., 
died recently at his home in that 
city. He had been in failing 
health for about five years. 


MARTIN A. KROPP 


Martin August Kropp, 77, 
Marietta, Ohio, hardware dealer, 
died recently following a short 
illness. He began his hardware 
career in the old firm of Bos- 
worth & Wells about sixty years 
ago. About fifty years ago he 
became associated with the firm 
of Kropp & Raschen, hardware 
dealers, of which his father was 












JOHN K. ELDRIDGE 


York City, wholesale hardware 
house, died September 24 follow- 
the 
Mr. 


Eldridge was a resident of Free- 


ing a stroke. He joined 


Sickels-Loder Co. as a boy. 


port, Long Island, N. Y., for 
many years and was active in 
local affairs. Since 1905 he had 
served the First National Bank 
& Trust Co. of Freeport as a di- 
rector and was one of the found- 
In 1935 
he was elected chairman of the 
board of the bank, and last Janu- 
ary was named president of the 
bank. Mr. Eldridge traveled all 
Mrs. Eldridge 


and two daughters are among 


jers of that institution. 


over the globe. 


his survivors. 


GRIFFIN HALSTEAD 


Griffin Halstead,  vice-presi- 
dent, Galena Oil Corp., Cleve- 
land, Ohio, died recently at the 
age of 54, following an illness of 
five months. During the war he 
saw active service in France as 
a captain and following the war 
was Professor of Military Sci- 
ence and Tactics at Ohio State 
University. Captain Halstead 
spent most of his life in Wash- 
ington, D. C., and was long 





BRIEFS 





ARKANSAS 
Gregory Hardware & Furniture 
Co., Forrest City, Ark., has 


rented the building next door to 
its quarters to enlarge the store. 





MICHIGAN 


Charles F. Samuelson, Mar- 
quette, Mich., hardware dealer 
for the past eighteen years, has 
sold out his stock of goods. 





The Lake City Hardware Co., 
Lake City, Mich., conducted for 
many years by David B. Walton 
and the late Thomas E. Steffe, 
has been purchased by Percy 
Moote, Lake City, and Harry 
Mintling, of Traverse City. 










C. B. Porter has purchased 
the Dumart Hardware store in 
Marquette, Mich., and is adding 
to the stock of the store. 






N. F. Croff, who operates a 
hardware store in Morley, Mich., 
has built an addition to the of- 
fice building of his coal and 
building supplies business in 
Howard City, Mich., for roofing 
and small hardware lines. 


MISSISSIPPI 


Roseborough & Son will open 
a new hardware and furniture 
store at Senatobia, Miss. 





NEBRASKA 


Caven Hardware, Gering, Neb., 
recently held a formal opening 
of its modernized store. 


NEW HAMPSHIRE 


The business of the Newton 
Hardware Co., 198 Main St., 
Nashua, N. H., is being liqui- 
dated. 


ILLINOIS 


Brecht Hardware, Quincy, IIl., 
has moved to new quarters at 
633 Hampshire St. 


Dr. William A. Walker, Gol- 
conda, Ill., proprietor of a hard- 
ware store in that town, was in- 
jured recently in a duel with a 
burglar in his store. He is re- 
covering nicely from his injuries. 





IOWA 
The Whiting Hardware Co., 








active in the oil industry. 


Argus, Iowa, has Jeased the Odd 
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Fellows Bldg. in that town and 
is moving to the new quarters 
upon completion of the re-deco- 
ration of the store. 

W. C. Gilmour, Batavia, Iowa, 
has purchased the hardware bus- 
iness of Byron Coffman, Fre- 
mont, Iowa, and will take pos- 











session of the business some time 


during the fall. 


NEW YORK 


The Northport Hardware Store 
was opened recently on Main 
St., Northport, New York. 








B. Chaplan, New York City, 
hardware dealer, located for 
fifteen years at 1951 Third Ave., 
has moved his store to 1945 
Third Ave., and is adding a line 
of plumbing to his stock. The 
paint and janitors’ supplies line 
is being increased. 





Wasserman’s Hardware Store 
will open on Mott Ave. Far 
Rockaway, Long Island, N. Y., in 
the near future. 





Hempstead Hardware & Sup- 
ply Co., Inc., at 265 Front St., 
Hempstead, Long Island, N. Y., 


was recently opened. 





FLORENCE OFFERS 


DISPLAY MATERIAL 


FOR OIL HEATERS AND RANGES 


The Florence Stove Co., Gard- 
ner, Mass., is equipping its deal- 
ers with effective window display 
material and store display sug- 
gestion, featuring its 1936 line of 
oil-burning heaters and range oil 
burners. 

The heater window display ma- 
terial, shown, is arranged in ac- 
cordance with the company’s sug- 
gestion. Back center is shown 





the large cutout heater card, de- 
signed to stress the selling points 
of the 1936 models. On the back 
wall is shown part of the 20 feet 
of crepe streamer supplied free to 
Florence dealers. The crepe may 
either be tacked to the wall, laid 
on the floor or pasted to the win- 
dow. It is also effective as part 
of the decorations for the stove 
department. 








The two smaller cutout cards, 
shown down front in the illustra- 
tions stress the value of the Facts 
Tag on every heater, which en- 
ables the customer to choose from 
the various models. 

The suggested floor display is 
designed to impress the prospect 
with the many models available 
and to assist her in seeing and 
choosing the model she needs. 









The company is also supplying 
its dealers with a handsome new 
rotogravure folder that features 
the 1936 line of oil-burning heat- 
ers and range oil burners. The 
folder is of tabloid newspaper size 
but folds down to 7% by 5 in. 
and is available to dealers, in rea- 
sonable quantities, imprinted 
with their names. 
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Seventy-third semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and the 
forty-third annual convention of the 
National Wholesale Hardware As- 
sociation will be jointly held at the 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 19 to 22 in- 
clusive, 1936. Secretary Manufac- 
turers Assn.: Chas. F. Rockwell, 342 
Madison Ave., New York City. Sec- 
retary Wholesalers Assn.: Geo. A. 
Fernley, 505 Arch St., Philadelphia. 

Illinois Retail Hardware Associa- 
tion, 40th annual convention and ex- 
hibit, Peoria, Ill., Feb. 2 to 4 inclu- 
sive, 1936. Sessions and exhibit 
Peoria State Armory. C. G. Gilbert, 
managing director, 1155 Merchan- 
dise Mart, Chicago, II. 

Iowa Retail Hardware Associa- 
tion, 39th annual convention and 
house furnishings show, Feb. 9-12, 
inclusive, 1937, Des Moines, Iowa. 
Headquarters: Savery Hotel. Exhi- 
bition: Coliseum Bldg. Philip R. 
Jacobson, secretary-treasurer, Mason 
City, Iowa. 

Michigan Retail Hardware Asso- 
ciation, annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition: 





Coming Events 


Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 

Nebraska Retail Hardware Asso- 
ciation, 36th annual convention and 
exposition, Omaha, Neb., Feb. 3 to 
4 inclusive, 1937. Exposition: City 
Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, sec- 
retary, 414-419 Little Bldg., Lincoln 
City Auditorium. 

New York China, Glass & House- 
wares Show, sponsored by New York 
Housewares Manufacturers Associa- 
tion, Hotel Pennsylvania, New York 
City, January 24-30, inclusive, 1937. 
Mrs. Flo English, secretary, Room 
1108, Hotel Pennsylvania, New York. 

The Pennsylvania & Atlantic Sea- 
board Hardware Association, Inc., 
Annual Convention and Exhibition, 
Pittsburgh, Pa., Feb. 22 to 26, inclu- 
sive, 1937. Headquarters, business 
sessions and exhibition William 
Penn Hotel. W. Glenn Pearce, 


managing director, 400 N. Broad 
St., Philadelphia, Pa. 

Southeastern Retail Hardware and 
Implement Association, 23d annual 
convention and exposition, Atlanta, 
Ga., February, 1937. H. M. Sim- 
mons, secretary, Room 922-23, At- 


lanta National Bank Bldg., Atlanta. 
New York Retail Hardware Asso- 


ciation, annual convention and expo- 


sition, Rochester, N. Y., Feb. 9 to 11, 


inclusive, 1937. Exposition: Na- 
tional Guard Armory, E. Main St. 
Headquarters: Hotel Seneca. John 
B. Foley, secretary, Hills Bldg., Syr- 
acuse, N. Y. 

South Dakota Retail Hardware 
Association, annual _ convention, 
Sioux Falls, S. D., Jan. 19-21, 1937. 
Headquarters: Sioux Falls Coli- 
seum. C. J. Christopher, manager- 
treasurer, Nicollet and 24th St., 
Minneapolis, Minn. 

Nineteen hundred and thirty six 
Semi-Annual Conference Southern 
California Retail Hardware Associa- 
tion, Ltd., San Bernardino, Calif., 
Oct. 2, 1936. Meetings: Municipal 
Auditorium. Banquet: California 
Hotel. J. V. Guilfoyle, secretary, 
1122 Pacific National Bldg., 315 W. 
9th St., Los Angeles, Calif. 


The Western Retail Implement & 
Hardware Association, 48th Annual 
Convention and Exhibition, Kansas 
City, Mo., Jan. 19-21, inclusive, 
1937. Sessions and exposition: New 
Municipal Auditorium. Herbert J. 
Hodge, secretary-treasurer, Abilene, 





ADVANCES BECOMING EFFECTIVE 


Cut & Wire Tacks, Ete. 


Steel Cotter Pins. 


Pump & Valve Leathers. Wagon Hardware. 


Scrub Brushes, Etc. 
Lifetime Stainless Utensils. 
Health-O-Meter Scales. 
Asphalt Roofing, Etc. 
Singletrees. 
Copper Rivets & Burrs. 
Plumbers’ Brass Goods. 


Sisal Twine & Fodder Yarn. 


Wire Products. 
Dic-A-Doo Cleaner. 
Oak & Cedar Pails, Etc. 


Eaves Trough, Conductor Pipe & Ridge Roll. 


Some Makes of Semi-finished Nuts. 


Agricultural Tool Handles. 


Better Quality Fence Stretchers. 
Some Makes of Wrought Washers. 


October 8, 
1936 


DECLINES BECOMING EFFECTIVE 


Linseed Oil. 


Turpentine. 


ADVANCES BEING ANTICIPATED 


Harness & Leather Goods. 


Steel price changes recently 
reported have been fully in effect 
since October 1. The advances al- 
ready made have been moderate, and 
in line with higher actual costs. Steel 
scrap continues to advance, and fuel 
and labor are on the rise. The ex- 
pected advance has come, supersed- 
ing the sharp cut of 20 cents per 
100 pounds on nails, barbed wire 
and staples, made early in Septem- 
ber. On September 25, leading com- 
panies announced an advance of 
fifteen cents per 100 pounds, affect- 
ing not only the nails, barbed wire 
and staples which had declined three 
weeks ago, but including also plain 
wire and fencing. The new LCL 
base prices to dealers, f.o.b. Pitts- 
burgh, on leading products, effec- 
tive October 1, will be: 


EE keccnnndsadbe Cn $2.25 per 100 Ib. 
Galvanized fence wire ..... 3.35 per 100 Ib, 
Polished fence staples ...... 2.95 per 100 Ib. 
Galvanized barbed wire..... 2.75 per 100 Ib, 
BENGE sG-cndccowseciuceced 56.00 per ton 
Hinge joint fencing ....... 65.00 per ton 

+. * * 


Several leading items of as- 
phalt roofing were advanced, effec- 
tive September 24, approximately 
five per cent, with a similar mark- 
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Steel Wool. 
Cotton Sash Cord & Clothes Lines. 


up following on strip shingles, in 
effect October 1. New LCL prices 
to the trade, f.o.b. central factory 
shipping points, include: 
Competition tale roofing— 

35 Ib. 


deebveenseaeseesese $0.83 per square 
Ge Di wicacececsestesess -92 per square 
3) eee rere 1.05 per square 


Slate—coated roofing— 
ecncedegoaanad 4... 1.88 per square 


Lh ee ee 1.66 per square 
Standard diamond point roof- 
DM ageanacdcegussdennes 2.36 per square 


Jobbers report a 10 to 15 per cent 
betterment in roofing shipments this 
fall, to date, over shipments last 
year for the same weeks. 

* * # 


Prices on sisal and manila 
rope established January 1, 1936, 
were reaffirmed without change by 
all leading manufacturers, for the 
fourth quarter. At current prices 
manufacturers are accepting prompt 
orders, for delivery as far ahead as 
March 31, 1937, with prices guaran- 
teed against their own decline to 
date of shipment. Sales this year 
have been somewhat too prevalent, 
on competitive quality manila rope 
offered, to meet the competition of 
imported and prison-made ropes. A 
healthy demand from the. building 





OWS the 


trade, however, has kept up the vol- 
ume on first quality manila sur- 
prisingly well against the inroads of 
the competitive offerings. Fiber costs 
have remained consistently high all 
season. There has been an advance 
of one cent per pound on sisal 
twines, affecting also fodder yarn. 
Prices on cotton sash cord and 
clothes lines are firm, with early 
advances seen as unavoidable, by 
some of the makers. 
* & *& 


Prices on copper and brass, 
and their products, are either firm 
or advancing, although there has 
been no recent change in the domes- 
tic wholesale price on ingot copper. 
The demand for copper, however, 
has been growing to such an extent 
that many feel an advance cannot be 
long deferred. Export sales for some 
time have been made at or above 
the domestic level. Changes on 
sheet, roll and strip copper, sheet 
brass, and copper and brass wire, as 
well as copper pipe, effective during 
last month, averaged about one-quar- 
ter cent per pound. Copper rivets 
and burrs were advanced one cent 
per pound, effective October 1. Prac- 
tically all manufacturers of plumb- 
ers’ brass goods advanced their 
prices on October 1, approximately 
five per cent. 

+ + 


Makers of eaves trough, con- 
ductor pipe, and ridge roll have 
withdrawn all prices, and some have 
issued advances averaging about 714 
per cent, effective October 1. No 
changes are looked for on elbows, 
miters, hangers and other trimmings. 
Sales on these lines during 1936. 
have been quite active in the smaller 
towns, and in country districts. 

* * # 


Tack manufacturers have is- 
sued higher prices, ascribed by them. 
to advances which have already oc- 
curred in labor and materials, and’ 
to additional expenses in prospect, 
under the Social Security Act. Ef- 
fective September 24, a markup of 
approximately five per cent was 
made on cut and wire tacks, on 
double pointed tacks and staples,.. 
on clout and trunk nails, and on cob- 
bler’s nails. 
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Bolt manufacturers have is- 
sued no changes for the fourth 
quarter, but their quotations are 
averaging higher by the expiration 
of old low priced contracts, and by 
the firmer adherence of all manu- 
facturers to their latest regular 
schedules. Bolt makers are all busy 
—many are behind with shipments, 
finding their automotive and general 
industrial demand tending to slow 
up deliveries to the hardware trade. 
A five per cent markup on semi- 
finished nuts was put through by 
some manufacturers, effective Sep- 
tember 15, and some makers of 
wrought washers advanced their 
prices about 15 cents per 100 pounds 


last month. 
* * * 


Prices on steel cotter pins 
were advanced five per cent on Oc- 
tober 1. On the same date the 
changes announced a few weeks ago 
on wood screws, and on hexagon 
head cap screws, became uniformly 
effective, after the completion of old 


contracts. 
* %*& 


Prices on hand agricultural 
tools, or steel goods, were put out on 
September 16, for early 1937 de- 
livery, at unchanged prices. Prices 
were also announced on _agricul- 
tural tool handles, with advances 
which the jobbers say will range 
from five to 15 per cent. Perhaps 
the new early ordering by the retail 
trade, on farming tools and handles, 
will be affected by carryovers after 
the discouraging late selling. condi- 
tions in many farming sections. Not 
many dealers, however, have re- 
ported serious carryovers, and their 
early sales, on digging and planting 
tools, were exceptionally good. Only 
the harvesting tools suffered ma- 
terially. Hand garden tools, trowels, 
weeders, etc., show only slight price 
changes. There are few price alter- 
ations also on wire stretchers, though 
some advances have occurred among 
the better quality roller-bearing 
stretchers and fence stretchers. 

* 8 & 


Harness and strapwork costs 
are affected by the mounting prices 
of leather; in fact, all makers of 
leather products are notifying their 
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customers of substantial markups to 
come. Prices on hides are still well 
below their pre-war average, but the 
recent trend has been sharply up- 
ward, as evidenced by price aver- 
ages of the Chicago packers on 
heavy native steer hides. Late quota- 
tions average 1514 cents per pound, 
as against 1234 cents three months 
ago, 13 cents six months ago and 
13% cents a year ago. For each 
one cent per pound advance in hides, 
an average of two cents per pound 
may be figured in heavy leather, so 
that changes already made in leather 
products have not: covered the ad- 
vances in cost based on the rise in 
hides. Leather-faced and all-leather 
gloves and mittens will be affected, 
as soon as the manufacturers’ leather 
supplies are depleted. A 10 to 15 
per cent increase on pump and valve 
leathers was scheduled to go into 
effect October 1, due to the leather 


situation. 
*% * *% 


Quotations on _ singletrees, 
etc., and on wagon hardware have 
been announced as advancing on Oc- 
tober 1, but with details not at hand 
at this writing. The demand this 
fall for singletrees and for wagon 
and plow woodwork has been very 
good, and prices lately have been 
well held. 


* & 


Scrub brushes, including 
vegetable, kitchen and nail brushes, 
were advanced five to 10 per cent, 
effective October 1, due to the steady 
advance in bristle, which for some 
time past has affected the prices on 
other kinds of bristle brushes. 

+ + 


Wholesalers have been in- 
formed of a 15 per cent advance on 
oak and cedar pails and tubs, and 
on ice tubs. 

* & *& 


There were recent slight ad- 
vances on Lifetime stainless steel 
cooking utensils, with some improve- 
ments in trim and pattern. 

* 8 


Health-O-Meter scales were 
advanced by the Continental Scale 
Works, effective October 1, ranging 
from five to 15 per cent. 
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Steel wool continues very low 
in price, due to severe competition 
among the manufacturers. Jobbers 
are expecting an advance in the near 
future, as present manufacturing op- 
erations are undoubtedly below cost. 

*% * * 


Recent price announcements 
include a decline of two cents per 
gallon on turpentine on September 
18, and a drop of 1% cents per gal- 
lon on linseed oil on September 25. 

* & *& 


Dic-A-Doo cleaner prices to 
the retailer were advanced about 714 
per cent, due to the increased cost 
of the grains from which this cleaner 
is made. 

* # # 

General metal prices are 
strong, with the statistics on copper, 
tin and lead all supporting a very 
firm price situation. Demand has 
bettered and reserve stocks have 
decreased. August lead statistics 
were surprisingly good, with deliv- 
eries not only the largest for 1936, 
but also ahead of any month since 
September, 1930. The largest de- 
mand for lead has been coming from 
makers of white and red lead, and 
of sheets, pipe, solder and babbitt. 
Shipments of lead for cable in- 
creased 80 per cent in August, and 
more than 12 per cent in the first 
eight months—1936 over 1935. 


, * * * 


An acute shortage exists on 
alarm clocks and on _ non-jeweled 
pocket and wrist watches. Several 
of the large watch manufacturers 
are sold out for the balance of the 
year, and are declining to accept 
orders. Some makers of alarm clocks 
are advising their trade that their 
entire production for this fall is 
sold out; other are weeks behind 
on deliveries. There is general ex- 
pectation that the shortage in these 
lines will continue to and through 
the Christmas season. 

* * * 


With all business now attain- 
ing its fall stride, hardware opera- 
tions are on a high plane of activity. 
Goods are moving out of wholesale 
and retail stocks, in many lines, 
faster than replacements can be re- 
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ceived from the manufacturers, and 
there is still much complaint as to 
shortage—a_ situation not experi- 
enced so acutely in any recent year. 
One favorable effect, however, is a 
general willingness among the mer- 
chants to order more liberally, and 
further ahead. It cannot be said 
that there is any speculative ten- 
dency, yet buying seems quite with 
out fear as to future price losses. 
* * * 


From every section comes the 
comment that better qualities are 
called for in all classes of merchan- 
dise, and there is a distinct drop 
among all leading jobbers, in the 
percentage of lowest-range goods 
they are called upon to furnish. Im- 
provement in building, particularly 
in residential construction and re- 
pairs, has opened up a steady de- 
mand for good tools, for roofing, 
paints, and builders’ hardware, and 
for the scores of other items which 
are animated by live building opera- 
tions. Each successive quarter of 
the year has made its gains over the 
preceding quarter, and the country 
has come to the threshold of a ma- 
jor political campaign without the 
tide of its business affairs stemmed 
in any notable measure. Neither 
have disturbed conditions abroad, or 
drouth at home, abated the steady 


betterment. 
* & & 


A majority of lines, season- 
able during next spring, are now 
offered at definite prices, and future 
ordering is much readier than the 
response obtained at this time last 
year. Despite prices heading un- 
deniably upward, there has been 
little or no tendency among manu- 
facturers to over-reach in the pricing 
of seasonable forward lines. Such 
markups as are announced have 
been moderate, and with apparent 
full justification in advanced costs. 
In perhaps the majority of spring 
lines, opening prices are not changed 
from last season, though in such 
cases, manufacturers sometimes warn 
that changes may come later, and 
that quotations cannot be guaranteed 
through the season. 


se & ® 


Christmas trade is already 
pictured and planned in the minds 
of retailers. They find in the readi- 
ness of their customers’ spending 
for current necessities, every assur- 
ance that the next holiday season 
will set a new record in volume and 
quality of sales, compared with any- 
thing for several years past. Gift 
items and toys available for hard- 
ware selling were never more numer- 
ous or attractive. 
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The farm areas still show the 
best retail sales gains, a natural re- 
sult of the 11 per cent increase in 
the farmers’ cash income this year. 
While the increases in rural earn- 
ings during the first half of 1936 
were based on larger crops, sold at 
slightly lower prices than in 1935, 
similar results are being attained 
during the last half of the year by 
the higher prices obtained for the 
drouth-reduced products, and by the 
better demand for all that the farm 
raises. Dairy products and eggs, 
for example, have contributed in no 
small degree to the farmers’ earn- 
ings. Late estimates of the depart- 
ment of agriculture place the 1936 
cast income of American farmers at 
$7,830,000,000, compared to an ac- 
tual total of $7,090,000,000 for 1935. 
Last year’s surplus farm income 
went largely to pay up old obliga- 
tions, and to buy urgent necessities. 
This year, the farmer is more free 
to spend for implements, buildings, 
fencing, and general improvements, 
as well as for major conveniences 
for the farm home. 


e @€@ @¢ 


Household washing machines 
again broke all records of the indus- 
try, when August shipments ex- 
ceeded the same month in 1935 by 
20.5 per cent. Total shipments for 
the first eight months of 1936 
reached 1,204,227 machines, or 30.5 
per cent above the same period of 
last year. Sales and shipments of 
ironers for August and for the first 
eight months also gained sharply, 
the latter period total being 27.5 per 
cent ahead of the 1935 comparison. 

+ * 


Toy sales this fall have been 
so good that a number of manu- 
facturers have had to withdraw pop- 
ular items from the market because 
oversold, and jobbers are expecting 
a wider shortage of toys and games 
before holiday shipments are com- 
pleted. Retailers are ordering toys 
more liberally than last year, seem- 
ing “sold” on the necessity of early 
buying to insure complete stocks. 
Wheel toys—velocipedes, wagons, 
etc., are having one of their largest 
seasons for many years. The de- 
mand is chiefly for streamlined ve- 
hicles, and sales lean strongly to- 
ward the better qualities. 


* #2 


Oil producers are expecting 
an unusual gain in fall demand, al- 
though the peak of the motoring 
season has passed. Each successive 
season sees a large increase in the 
use of fuel oil, both for industrial 
and domestic consumption. Oil 











burner sales thus far in 1936 have 
been 46 per cent ahead of the same 
1935 period. There is an undeni- 
able recovery in the use of coal for 
fuel, due to improved appliances and 
better advertising, but this recovery 
has not affected installations of oil- 
burning equipment. A most re- 
markable gain was reported in me- 
chanical coal stokers, sales of which 
during the first seven months of 
1936 increased 92 per cent over a 
year ago. 
+ # * 

Steel production last week 
was estimated at 75 per cent of ca- 
pacity—another sharp gain, and the 
highest rate reached since the spring 
of 1930, according to The Iron Age 
summary released on September 30. 
Producers of many steel products, 
particularly sheets, are unable to 
make prompt deliveries, even in the 
face of a temporary lull in automo- 
tive demand. Automobile assemblies 
must almost immediately start their 
rise, as the 1937 models are per- 
fected, and as production starts. 
Steel output at present is flowing 
into general industrial uses, with a 
notable spurt demand from the ex- 
port field. Employment in the steel 
industry is said at present to be 10 
per cent larger than even in 1929. 

* * * 


Due to the unprecedented bi- 
cycle demand the factory of New 
Departure Mfg. Co., Bristol, Conn., 
makers of the New Departure coaster 
brake, has been operating on a 
three shift—24 hours a day basis 
since the first of the year. Produc- 
tion this year has been far in excess 
of the period that was formerly con- 
sidered the heyday for the bicycle 
industry. In order to keep pace with 
orders the company has purchased 
$100,000 worth of new machinery. 


* %*+ 


Operations of The Valspar 
Corp., New York City, during the 
third quarter ended August 31, 1936, 
reflected a very satisfactory show- 
ing according to a statement recent- 
ly issued by Thurlow J. Campbell, 
president. The final net profit for 
the period after deductions for de- 
preciation, taxes and all other 
charges was $116,719.81, as com- 
pared with a loss of $171,652.56 for 
the corresponding period of last 
year. Profits during the usually dull 
summer months of July and August 
were also satisfactory, the average 
monthly profit for the third quarter 
having been 48.7 per cent over the 
average monthly profit for the first 
half of this year, and current busi- 
ness is reported as progressing satis- 
factorily. 
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THE WORLD’S ? BIGGEST RIVERS 
ARE NEARLY THE SAME LENGTH. . 








(Now NAME») Mississippi-Missouri = we: Egypt 
THE Sr RIVER ) 4221 Miles Long 4000 Miles Long 


LONGEST RIVER : 
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... but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


fpecwr en this fact: The American Weekly has for retailers who sell the everyday necessities and 


reached a record-shattering circulation of nearly _ luxuries of life advertised in The American Weekly! 
6,000,000 copies— two to one bigger than any other 
magazine! ‘ What The American Weekly is 
Consider these facts: In 624 of the 3,074 counties in 
the nation are all cities of 10,000 or more population. The American Weekly is the largest magazine in 
68% of all the country’s families live in these 624 the world. It is distributed through the great Hearst 
counties, where 81% of ail retail sales are made. Sunday Newspapers. In 627 of America’s 995 towns 
Consider this fact: Among this 68% of the nation’s and cities of 10,000 population and over, The Ameri- 
families in these richest buying areas The American 4" Weekly concentrates 67% of its circulation. 
Weekly concentrates 87% In each of 174 cities, it reaches better than 
of its sales-making circu- one out of every two families 
lation of nearly 6,000,000! In 144 more cities, 40 to 50% of the families 
Finally, consider this In an additional 134 cities, 30 to 40% 
fact: There is no single In another 175 cities, 20 to 30% 
selling force comparable : 
to The American Weekly __. . . and, in addition, more than 2,000,000 families in 
in producing faster turn- thousands of other communities, large and small, 


oD over and greater profits regularly buy and read The American Weekly. 
WEEKLY 


in the World 


aneh. 


NEARLY NEAREST “*The National Magazine with Local Influence’ 


6,000,000 COMPETITOR ; ; . 
CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
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Murray-Ohio Bicycles 


This complete line of bicycles de- 
signed by Count Alexis de Sakhnoffsky, 
exponent of modern streamlining, marks 
the first wheel-goods design from this 





well-known designer. Production this 
year will be limited and the actual date 
on which deliveries can be made will 
be announced shortly. The Murray 
Ohio Mfg. Co., Cleveland, Ohio. 


“Nu-Texture” Stipplers 


Made of selected sponge, attached to 
a base and equipped with a handle. 





Guaranteed to produce an interesting 
pattern and requires less skill and ef- 
fort than to brush on paint. Maker 





states they will texture an average room 
in less than an hour. May be used 
with flat paint, semi-lustre, gloss or 
the new casein paints. The stipplers 
are easily cleaned. Made in 5 sizes 
to retail from 15 cents to 65 cents. 
Dealer’s discount 33 1/3 per cent. Dis- 
play card with initial order. Nu-Texture 
Co., St. Albans, N. Y. 


Nut Meat Chopper 


“Uniform” Model No. 50 is available 
in green, ivory, red, and blue, and is 
being offered at a new low price. The 
company has planned a complete pro- 





gram of national advertising, special 
displays, and dealer helps to enable 
merchants to capitalize effectively on fall 
and holiday business. Retail price of 
this model is 50 cents. Metwood Mfg. 
Co., Rockford, III. 


Dipping Baskets Folder 


Contains concise technical informa- 
tion regarding the various alloys and 
their resistance to corrosion under given 
conditions. Folder includes price lists 
and specifications. The C. O. Jelliff 
Mfg. Corp., Southport, Conn. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 


Catalogs . 


ra 
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Master Lock Display 


No. 406 has been developed as a 
companion piece to the No. 407 intro- 
duced last year. It fits the same hooks 
as the No. 407, or can be hung alone 
on wall or in a window. This unit may 
also be stood on a counter. It is heavily 
lacquered in blue-black crystal and is 





equipped with price tags and one each 
of Master’s four brass padlocks. This 
permanent store fixture is offered free 
with the $3.00 purchase of the four 
padlocks mounted, the locks having a 
total suggested retail selling price of 
$4.50. The Master Lock Co., Milwau- 
kee, Wis. 


Heater Selling Points 


“How to Sell Superfex and Perfec- 
tion Oil Burning Heaters,” is the title 
of a 28-page booklet for dealers. It 
gives sales points and suggestions for 
the presentation of the heaters and also 
has a number of illustrations, showing 
how to display the heaters to the best 
advantage. Perfection Stove Co., Cleve- 
land, Ohio. 
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Here is the perfect answer for the prospect who says, “I don’t need a new roof. It doesn’t 
leak.” The “Slow Fire” story is bound to catch and hold his interest and give him convincing 
arguments why a new roof is sound economy. 


ROOFINGS 





bet 
‘ 
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A practical selling help 
to help sell BARRETT ROOFS 


Here is a new and effective sales device to help you sell Barrett Roofs 
to home-owners. Rodfing salesmen who have tried it out say that it has 
unequaled sales-closing power—that no other type of selling approaches 
its effectiveness in overcoming sales resistance. 

The portfolio is 1114” x 1414”, handsomely covered in blue fabricord 
bound at the top with a practical, easy-turning, wire binding. It can be 
set up on a desk or table, in front of a prospect, in pyramid style. 

The 29 pages are dramatically illustrated and attractively printed in 
two colors, and tell the Barrett “Slow Fire” story in a logical, thoroughly 
convincing, step-by-step way that is bound to make a powerful ime 
pression on any home-owner. 





Put this valuable selling help to work for you at once. Use it to go 
after profitable fall business. The Barrett salesman will gladly show it 
to you and tell you how you can get copies. 


THE BARRETT COMPANY, 40 Rector St., New York, N.Y. 
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Oil-Burning Heaters 

Among the 22 new Florence oil- 
burning heaters are the RH9 and the 
C2, both illustrated. The former is a 
radiant heater equipped with @ne 





powerful easy-lighting burner of the 
perforated cylinder (sleeve) type, using 
oil or kerosene. A similar model is 
available with pot-type burner. The 
C2 is a cabinet heater adapted for use 








where a flue connection is not available. 
Heater is of the non-vented circulating 
type, with humidifier pan and is pro- 
vided with two giant wickless kerosene 
burners. Florence Stove Co., Gardner, 


Mass. 


Horton Washer 


Model 100 is finished in light gray 
and black trim with chromium accents. 
Deluxe wringer has full balloon rolls 
and Horton bar type, push-pull safety 
release, chromium plated. Jewelled 
mechanism operates the agitator and 
wringer mechanism has cut steel gears 
with hardened jaws and clutch. Octag- 
onal cabinet permits use of a full 23- 
inch diameter tub, while retaining a 
slender appearance. Large three-wing 


60 


agitator with full-length vane, operates 
on extra long swing. Electric floodlight, 
illuminates the interior of the tub, en- 
abling easy inspection of the wash and 
serving to indicate when washer is oper- 
ating. Time switch provides automatic 
control of the washing period. Floor 





space required is 25. in square. High 
quality drain hose is standard equip- 
ment. In-built power-drive drain pump 
is available at slight extra cost. Horton 
Mfg. Co., Fort Wayne, Ind. 





Crystolon Axe Stones 


Two sizes of Crystolon axe stones, both 
rectangular in shape, are now available. 
No. JT12 is 2% x 1% x % in. and No. 
JT13 is 3 x 1% x % in. Both are at- 





tractively packaged, each stone having 
an individual carton with six stones in 
a convenient counter display in bright 
scarlet lettering on a pearl gray back- 
ground. Behr-Manning Corp., Troy, 


N. Y. 


Harper Catalog 


On bolts, nuts, screws, washers, and 
accessories. Catalog shows the many 
items manufactured by The H. M. Har- 
per Co., in brass, bronze, Everdur Monel 
Metal, and stainless steel. Catalog is 
printed in four colors. The H. M. 
Harper Co., 2620 Fletcher St., Chicago. 
Tl. 





Aluminum Alloy Velocipede 


Monark Silver King aluminum alloy 
frame velocipedes are offered in three 
sizes, 12, 16 and 20 inches. Streamlined 
and of very attractive style and con- 





struction these velocipedes have front 
fork and step plate of aluminum alloy. 
Full ball-bearing head gives very easy 
steering qualities. Other features are 
bullet-shaped head with red and green 
side jewels, aluminum alloy handle bar 
stem, full tangent and _ non-rusting 
spokes to the front and rear wheels and 
ball bearing construction throughout. 
Monark Silver King, Inc., 1240 N. 
Homan Ave., Chicago, III. 


Syncro Jig Saw and Kit 


The Syncro Junior electric jig saw 
operates on the same principle as the 
power saw—without a motor. Has no 





rotating parts. Cuts wood, plastics, and 
veneers. Retail selling price, $3.95. A 
companion piece is the Syncro Kit, con- 
taining 10 complete jig saw designs, 2 

















complete jig saw puzzles, 4 pieces of 
plywood and carbon paper. The kit is 
packed in a two color individual dis- 
play carton. Syncro Devices, Inc., Boy- 
dell Bldg., Detroit, Mich. 
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wooD 
SCREWS 


) In all Head Styles, 
Metals and Finishes 


{ SS 





7HOLTITES 


Sold through Hardware Jobbers 


THREAD-FORMING 
SHEET METAL SCREWS 








SOCKET cy , 
<> Wood Screws 









i MACHINE BOLTS 


( . ni \ \ : ATR 


Rolled and Cut Threads with Amer- 
ican Square Heads and Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. Large stock 
standard sizes. 











STOVE | 
BOLTS 


Large stock, prompt 3 = 
delivery of regular 2% 





HOE ge 





aS 








ai 


HAN GER BOLTS 


Plain or Fluted Centers 





Made to order in diameters of %4”, 
5/16”, %”, in lengths up to 6 in- 


ches. Regularly supplied with 
Square Nuts. Hexagon and Wing 
Nuts can be furnished. 





: 
I 
} 
" 
I CARRIAGE BOLTS 
i 











N 

Rolled or Cut Threads with Amer- 
ican Standard Square Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. All types, 
sizes and metals. 


head styles — Flat, 
Round, Oval, Stove. 
All sizes. 
«=, NUTS 
Large, com- 
x | plete stock 
Hexagon Carried for 
prompt deliv- 


SQUARE 


ery. Furnished 
\ in all types 
| and finishes. 
Accurately 
WING cut. CAP 


SINK BOLTS 


YS a aeannennaannmanas 
i AAR: mY CULDEVETULOU POPUPS CPOE ERE Gy rep iereny 


Regularly made in steel, with flat 
heads. Two square nuts with each 





bolt. Can be furnished in brass. 
Strong. Accurate. Complete Stock. 





DRIVE SCREWS 
N 





Furnished in Steel, Flat Head with 
milled or sawed slots. Brass on 
special order. Round and Oval 
Head can be furnished. Large 
stock of popular sizes. 


> MACHINE gy 
SCREWS 


STEEL AND BRASS 
ALL FINISHES 


Prompt delivery from f 
complete stock of 
standard sizes. Spec- 2 
ials to order. = 


SS "1h 


yeu 





THUMB SCREWS | 


Cold forged and roll j 
threaded to close limits. 


Accur- 

ate, uni- 

) form, & strong. The stock 
finish is plain steel, can be 
furnished in all finishes. t 
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EPA EMAL AAA 





f TUBULAR RIVETS 


it TTT 


Steel and Brass. Semi or Full Tubu- 
lar. All head styles and finishes. 
These rivets are uniformly true to 





gauge, with correct setting qualities. 


ESCUTCHEON PINS 


rT] 


Complete Stockh 
in Steel and Brass 


FINISHING WASHERS |. 


ree 
Siete 


Steel and Brass Countersunk and 
Brass Flush Finishing Washers. 
Ebony, Bright Nickel and Gilt Fin- 
ishes carried in stock. 





CONTINENTAL SCREW ro) 
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Wooster Variety Vendor 

No. 20, a unit in the 3-Point Mer- 
chandising System, is the largest of 
seven.such counter displays and holds 
a total of 69 brushes. These vendors 





are particularly suited for placing on 
limited counter spaces. Full-color fold- 
ers illustrating and describing the mer- 
chandising system have been prepared 
for distribution to retailers. The Woos- 
ter Brush Co., Wooster, Ohio. 


Flexible Screw Bubver 


For use in awkward places where a 
screw cannot be reached by a straight 
or offset driver. Shaft is of laminated 
steel wires, not a coiled spring. Has 








fluted handle, nickel plated fittings, 
and tempered steel blade. Length 
overall is 8 in., 4% in. from ferrule to 
blade tip, Each is individually wrapped 
and boxed. Standard carton contains 
12 with display. Leon B. Miller, 2116 
Ave. U, Brooklyn, New York City. 


Rubber Anchorages 


“Craftplugs”—illustrated—are made 
of rubber and are said to combine elas- 








ticity with unusual holding power. 
Available in 6-in. strips in all sizes and 
may be cut to any desired length. 
“Craftoggle” bolts are shock absorbing 
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and can be used with equally good re- 
sults in soft or hard material, in hollow 
walls, panels, or solid walls. “Craft- 
plug” anchor and stud bolts are recom- 
mended for use where the reducing of 
vibration is desired. Expanding mem- 
ber is in rubber and said to give greater 
holding power as a result. Craftplug, 
Inc., 145 E. 57th St., New York City. 





Quaker Burnoil Heaters 

The 1936 line of Quaker oil-burning 
heaters include three models in 11 sizes. 
Three sizes are black radiant heaters 
and two sizes in two-tone porcelain 
enamel radiants. The “Victory”: line of 





circulating heaters is furnished in three 
sizes. These models are finished in 
black porcelain with brown crystalline. 
The “Aristocrat” model, shown, is fin- 
ished in full porcelain enamel in two- 
tone. The gleaming ebony top and base 
emphasize the rich porcelain panels, 
finished to resemble rubbed walnut. 
Features are: adjustable directed air 
flow grills; generous size humidifier; 
large built-in fuel tank, and Aerovex 
base. This circulating model is built in 
two sizes. Quaker Mfg. Co., 223 W. 
Erie St., Chicago, Ill. 


Arms Display Cards 


The Rifle with the Black lip 


finest 22 Rifle 


rused “444 


Depict Roy Chapman Andrews and 
Frank Buck. These paintings are re- 
produced in six colors on heavy, easel- 
backed board, each 19 x 24% in. and 








Oil Silk Containers 


“Protections” for covering food. 
Three sizes—large, medium, and small. 
Maker states they retain flavor and 
freshness of foods; prevent evaporation 


{A 





and drying of foods; prevent food odors 
from spreading, and do not affect foods. 
They can be washed in the ordinary 
way. Packed 1 each of three sizes to 
an attractive kraft envelope. Blossom 
Mfg. Co., 79 Madison Ave., New York 
City. 





Electric Floor Machine 
Kent—Model Cl5—designed“’ for 
quiet operation in polishing, buffing, 
scrubbing, sanding, and steel wooling 
any floor surface. Has floating power, 





straight line drive and automobile gear 
construction. Its positive lubricating 
system requires only two accessible 
places. The % h.p. motor is fully en- 
closed. Weight is 100 lbs. The Kent 
Co., Inc., 103 Canal St., Rome, N. Y. 


with Roy Chapman Andrews 
in the Gobi Desert 


may be used as either window or counter 
displays or posters. Available free of 
charge, from Savage Arms Corp., Utica, 
N. Y. 
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DIETZ LANTERNS 
ALWAYS BEST SELLERS 





—— SN 
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"MONARCH" No. 2 "BLIZZARD" AAI mie. le 
(Hot Blast) (Cold Blast) j No. 2 “D-LITE” 
(Cold Blast) © 


Here’s How You Can Make 
More Money Selling Popular 
DIETZ LANTERNS 


Yat 
( here are two groups of people in your community that 
need Dietz Lanterns. 


The first group consists of "regular" lantern customers, 
who use lanterns in their business. 


The second group includes practically every other fam- 
ily—all of whom need a Dietz Lantern as an “emergency” 
light, for use when other lights fail. 


For emergency lighting there is nothing that equals a 
good Dietz Lantern. It is inexpensive, never deteriorates, 
and is always ready to give light even if not used until 
years after filling. 


You can question hardly a customer without hearing of 
some emergency, personally experienced, when a Dietz 
Lantern would have proved invaluable if it had been 
available. 


“LITTLE WIZARD" 
lt pays to treat EVERYBODY as a possible DIETZ . {Cold Blast) 


LANTERN buyer. 





R.E.DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1840. 





SLANTE RNS 
bg Distributed Through the Jobbing Trade ao ny We ————__ 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers 
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Proposed Law Would Prevent 


Manutacturers from 


Wright Patman Announces Supplemental Robinson-Pat- 
man Act Bills Which Would Prevent Manufacturers from 
Operating at Retail and Which Would Eliminate Retail 
Owned Production Units. Also Proposes Bill to Equalize 
Retail Tax Burdens so that Chains and Others Doing Inter- 
state Retail Trade Would Pay Same Taxes as Paid by Local 
Retail Firms Doing Intrastate Trade. 


By L. W. MOFFETT 


Washington Representative of HARDWARE AGE 


Robinson price discrimination law 

lies in forthcoming complaints to 
be issued under it by the Federal Trade 
Commission. Maintaining its traditional 
position, the commission will not di- 
vulge the nature of applications for 
complaints that have been filed or its 
prospective action on them. It is re- 
liably reported, however, that some 25 
applications have been filed and that 
they cover all phases of the act. Broad- 
ly these come under three heads: Price 
diccrimination, brokerage fees and ad- 
vertising allowances. 

It is known that the applications are 
being carefully studied and issuance of 
complaints is expected soon. Inasmuch 
as the act’s constitutionality undoubt- 
edly will be attacked in the courts, it 
is believed that the commission will 
proceed cautiously before making form- 
al complaint, choosing cases which it 
considers will be most likely to be up- 
held in the courts. In this connection 
there is a general view that among the 
first complaints will be those directed 
against large chain stores which are 
held to get quantity discounts that are 
discriminatory against independent re- 
tailers. While quantity discounts are 
permissible under the act it requires 
that they must make due allowance for 
differences in cost of manufacture, sale 
or delivery resulting from differing 
methods or quantities. Even under this 
circumstance it is necessary that the 
seller, if called upon by the commission 


[robinson p interest in the Patman- 


to do so, to justify “only due allow- , 


ances.” Independent retailers long 
have commonly maintained that allow- 
ances granted large scale purchasers 
are in excess of differences in cost of 
manufacture, sale or delivery. In view 
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of the fact that the act already has had 
the effect of paring down some of these 
discounts, as well as bringing about 
elimination of advertising allowances, 
it is held that its validity on that score 
has been established. On the other 
hand the argument is made that scaling 
down of such discounts and elimination 
of such allowances have been done by 
producers simply as a matter of assur- 
ing them aga‘nst action under the law. 
That is, while they do not concede that 
they have been acting illegally, they 
prefer to take no chances or to take the 
time and go to the exnense that would 
be involved in proceedings before the 
commission and the courts. The same 
is said to be the position of those who 
have withdrawn contracts. An examnle 
of the latter is said to be the cancella- 
tion bv the Goodyear Tire & Rubber 
Co. with the Sears, Roebuck & Co.. 
which long purchased tires from the 
Goodyear company on the basis of 
quantitv discounts. 

Another development from the act 
has aroused concern on the part of its 
snonsors. This relates to reported plans 
of large retail outlets to set up their 
own sources of supplies. thus combin- 
ing into one unit both production and 
distribution. Only those with large 
capital can negotiate such a set-up, built 
on a vertical scale. And the fear is 
felt that inasmuch as there is nothing 
in the law to prevent such inteeration 
of production and distribution that the 
Patman-Robinson act will have a de- 
cided kick back and bring about the 
verv thing it seeks to avoid—permitting 
unduly lower prices to the larger enter- 
prises than are available to the small 
independent retailer. 

That this development has aroused 


Retailing 


apprehension is evident by the fact that 
Representative Wright Patman, of Tex- 
as, sponsor in the House of Representa- 
tives of the Robinson-Patman act, has 
prepared a bill which he says will 
meet the situation. The purpose of this 
bill is to prevent manufacturers from 
engaging in retail distribution. The 
measure has been released by “Con- 
gressional Intelligence.” In a letter 
concerning the bill, Mr. Patman said: 
“I have such a bill prepared and am 
convinced that it will be constitutional 
as to all interstate transactions, which 
would make it almost 100 per cent 
effective.” 

Representative Patman said the bill 
was prepared after many conferences 
with some of the best informed attor- 
neys in the United States on the sub- 
ject with which it deals. It is intended, 
he stated, to keep manufacturers out 
of the retailers’ business and the re- 
tailers out of the manufacturers’ busi- 
ness. The measure would become effec- 
tive three years after passage. 

Despite Mr. Patman’s contention and 
in the face of the legal advice he says 
he has received, there is widespread 
legal opinion that the proposed bill is 
not constitutional. Hence if it were 
enacted, it also would face the courts. 
It has been stated that the bill may or 
may not be introduced at the next ses- 
sion of Congress in its present form. 
The American Retail Federation has 
made the observation that “It is pos- 
sible that Mr. Patman has sent out this 
letter as a trial balloon.” 

Mr. Patman has also promised an- 
other bill to supplement the Patman- 
Robinson act, indicating further that 
he feels the latter requires strong prop: 
if its purposes are to be achieved. The 
second bill if prepared will propose to 
equalize sales tax burdens by imposing 
on interstate distributors the taxes 
which local distributors must pay to the 
states in order to remove discrim‘na- 
tions against local merchants in favor 
of absentee distributors—clearly di- 
rected at chain stores. 

The bill prepared for the purpose of 
preventing producer-distributor owner- 
ship follows: 

A BILL 
“To amend the Clayton Act in order 
further to protect interstate commerce 
against restraints and monopolies. 
“Be it enacted by the Senate and 


(Continued on page 69) 
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BERNARD 
Le Wa 


WENDY 
BERNARD 


WHS ae 


SALES PROFIT 


that is made possible for you simply by placing 
your orders for Bernard Mechanical Hand 
Pliers in the new 4 Plier Selling Unit, con- 
taining two 614" and two 514” No. 102 Pliers. 


BERNARD 


MECHANICAL HAND 


No. 102 Pliers have, by this new display, been 
changed into Sales Hardware instead of shelf 
hardware. This means you'll sell four times 
as many of these pliers which gives you four 
times as much profit. 
We have also worked out an 
additional sales ‘profit for you 
on this display unit through an 
extra discount. 
s 
Write us today about this new 
“Sales Hardware” special dis- 
count plan. This discount ap- 
plies to Jobbers as well as 
dealers. 


THE WM. SCHOLLHORN CO. 
416 CHAPEL ST., NEW HAVEN, CONN. 
















907ARE 
DAZEYS! 


A SIZE FOR ELL meanin i 
W g advisers have frequentl 
EVERY NEED V told us that DAZEY CHURNS are 
2 QTS. TO 10 GALS. entirely too well made—that they would 
HAND OR ELECTRIC work just as well if the quality of materials 
OPERATION were not nearly so high and our standards of 
;' workmanship not nearly se exacting. Maybe 
so. Nevertheless, nearly 90% of all churns 
sold by the hardware trade today are 
DAZEY CHURNS! We are obstinately old- 
fashioned enough to believe that our insis- 
tence on quality has had something to do with 
this amazing sales leadership. Be that as it 
;, May, no wide-awake dealer can fail to’see the 
advantage of pushing td the limit any line 
with so nearly universal acceptance. Above 
all, he will find it profitable to get squarel 
behind DAZEY ELECTRIC CHURN 
now that power lines a being so steadily 






















Sold 
Only Through 


JOBBERS 
And 


DEALERS | 


extended into rural di 


DAZEY CHURN: & FG, 0. . * 
4301 era). 3 uf 
St. Louis, - al 
Pa 
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Star Moly hack saw blades are easy to sell. 
Users everywhere know the distinctive 
copper colored finish—know, too, that 
even on the hardest steels and toughest 
al'oys these outstanding hack saw blades 
reduce metal sawing costs because they 
cut faster and last longer. 


Star Moly hack saw blades are sold only 
through distributors, under a policy that 
protects your profits and your market. 
Have you the Star Moly franchise for 
your territory? 


CLEMSON -BROS., INC. 
Middletown, N. Y. 


Mechanical Engineering, Grand Central Palace, New York, 
N ber 30 to D ber 5, 1936. 
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Woodward's 
Departmentalize 


(Continued from page 37) 


open to the public for a maximum 
of display. At the same time, the 
casual first effect on the customer 
is the spaciousness of layout im- 
plied by back-of-counter spaces. 

The store has a general gray 
background, with green trim for 
the fixtures. Counters are in oak, 
as is the remainder of the store 
woodwork proper, while the open 
stages are in a light green that 
makes* them very effective and 
light, attracting attention. 

Entering the store from the 
front, ‘three main departments 
greet the customer—notions, elec- 
trical goods, and a gift table. The 
electrical table in’ the center in- 
cludes also a variety of chrome- 
plated items;’and back of this is 
the ovén*glass display. 

The gift-ware table, on the 
other side of the store, is devoted 
to a line of novelties, with a 
number of chrome-plated items, 
and specialties. The items for a 
gift counter would vary according 
to neighborhood demand and 
what is offered by nearby shops 
in other lines, says Mr. Miller. 
A neat card labeled “Gifts” in- 
vites attention to the table ‘and 
makes the casual cuStomer re- 
member that the hardware store 
carries a wide range of items 
suitable for gifts, as well as 
straight hardware items. 

All related items are stocked 
together. Instead of having things 
put away more or less at hap- 
hazard, all items of one kind are 
to be found in one place, aside 
from reserve stock. 

In the past, customers may have 
been lost because some item may 
have been hidden away some 
place where it was not expected, 
in a bin or drawer, out of sight 
of both the customer and the 
store clerk. 

Another difficulty was duplicate 
ordering. Occasionally an order 
would be placed for something 
which was already in the store, 
only could not be located with 
ease. With the many thousands 
of items which a hardware store 
must carry, some systematic divi- 
sion of stock is absolutely essen- 
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tial for modern selling efficiency. 

All specialty items which could 
serve for gift purposes have now 
been stocked together. The cus- 
tomers can get the effect of mass- 
sight appeal, and remember it is 
someone’s birthday or other spe- 
cial occasion. 

Back of the gift counter, the 
chinaware is placed—closely re- 
lated. It is another favorite for 
gift selections. The close tieup is 
typical of the desire to connect 
not only related items in a de- 
partment, but related departments. 

Basic departments are: copper 
ware, aluminum ware, electrical 
goods, pyrex, iron ware, brushes 
(including mops), tools, fishing 
tackle, notions, plumbing fixtures, 
pipe fittings, glass, nails, etc. Mr. 
Miller uses about thirty-six divi- 
sions in the key classification. 

The notion department, occupy- 
ing the third place of honor at 
the front, is one of the leading 
profit-makers, and a slight oddity 
in a hardware store. It is now 
two years old, and has proved its 
worth. At that “ime, an old- 
established dry goods store next 
door closed up. Customers, ac- 
customed to coming to this point 
for their dry goods needs, began 
coming to the Woodward Hard- 
ware for the same needs—and the 
Woodward store put in a stock 
to the value of one hundred and 
twenty-five dollars. So success- 
ful did’ this department prove 
that it has been increased to an 
investment of about nine hundred 
dollars. 

The largest investment in the 
department has to be in such 
items as men’s shirts and under- 
wear. A fairly complete line of 
men’s furnishings, fishing hats 
(closely connected with regular 
sporting goods stock), complete 
notion lines, women’s lingerie and 
stockings, handkerchiefs, and some 
yard goods in cotton and percale, 
men’s work shirts, and children’s 
dresses make up the bulk of the 
stock. Not a full line indeed, but 
enough to meet the customary de- 
mands of the neighborhood, and 
one that may profitably be estab- 
lished in the rightly located 
hardware store. 

A table-of plumbing supplies, 
all that are usually sold direct 
to the customer, is stocked. A 
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Advise your customers to STOP before buying just 
"any" pipe dope and their GOING will be easy— 


DIXON'S GRAPHITE SEAL 
Not Soluble in Oil 
Functions as lubricant and seal on all threaded, gasketed and flanged pipe 
and other joints. Makes sone and disassembly easy. Keeps joints tight 
against hot and cold oil, gasoline and all non-aqueous solvents. Booklet 
65340 gives complete information 


DIXON'S PIPE JOINT GRAPHITE. COMPOUND 
Not Soluble in Water 
A lubricant and a seal for all threaded, gasketed and flanged pipe and 
other — Makes it easy to set up and take down joints without damage 
to gaskets or fittings. Tight against hot and cold water, all aqueous solvents, 
steam, air, gas, acids and brine. Booklet D 40 tells all. 











CRUCIBLE CO. 


New Jersey 


JOSEPH DIXON 
Jersey City 






























































ATLANTIC CITY 


Invites members of the 
American Hardware Mfg. Assn. 


and the 


National Wholesale Hardware 
Association 


to make it their home during their 
Annual Convention 
October 19-22 


THE CLARIDGE adjoins the 


Convention Headquarters. 


Every room at THE CLARIDGE 


has outside exposure . . . each its 


private bath with fresh and sea 
water, tub with shower... 


Room rates from $4 single and 
$6 double, European Plan... . 


American Plan. 


Joseph P. Binns 


Manager 





THE QUALITY GROUP 


Bassick 


HOUSEHOLD CASTERS 


RUBBER CUSHION SLIDES 





An investment of 


oy $44.75 


puts this complete stock of 
quality casters in your store. 


. .. And you get this practi- 
cal, sales-producing dis- 
play FREE! 





Display block (8 x 12’) with samples 
mounted on removable wooden plugs. 


Dealers everywhere are en- 
thusiastic about the Bassick 
caster display. Those who 
have used it tell us that it 
has increased their caster 
business from 50% to 200%. 


Write for Complete Information 


THE BASSICK COMPANY 


-Taleleletolelal Connecticut 








carried 


five-foot pipe rack has been 
erected above it, and the faucets 
are all carried on this, clamped 
right on in the positions they 
would be in a normal installa- 
tion. 

A row of open bins, seven feet 
high by nine feet long, covers a 
fairly complete line of custom- 
ers’ fittings. An inventory of 
about eight hundred dollars is 
in plumbers’ supplies. 


_ Heavier equipment is carried in 


the basement. 

Paints are carried on the back 
wall of half the store—the other 
half, housing the office on a bal- 
cony, extends back some twenty 
feet farther. Brushes and supplies 


| are on the counter in front of 


the customer—and the salesmen 
always use suggestive selling, ad- 


| vising a good brush, which they 
| pick up and present to the cus- 





tomer for inspection as they stand 
at the paint rack. Wall cleaners, 
polishes, and waxes are carried 
on the adjoining wall space. 
Laundry supplies occupy the next 
department. 

The best selling item in the 
store now is aluminum ware, 
stocked at the side, back of the 
gift counter. The bright display 
demands attention. Smaller items 
are carried on the counter-height 
shelf, which is built out to a depth 
of nineteen inches, a practical ta- 
ble in itself. This idea is carried 
out with varying widths through- 
out the store, giving extra table 
space on three sides of the store. 


| Food choppers are attached to the 


uprights of the aluminum shelv- 
ing, in a normal position, by 
four-inch angle irons. This one 
item has increased in sales fifty 
per cent by this very natural dis- 
play. Smaller kitchen items, as 
utensils, salts and peppers, and 
tableware, are given bulk display, 
rather than in stacks or groups. 

Clocks are stocked on two 
shelves erected at about five-foot 
height on the four sides of a 
central column. 

The basement is not used for 
direct display purposes, but for 
heavier stock and for service 
work. It is a working part of the 
store. Every item carried in the 
basement is usually represented 
by one sample of its kind up- 
stairs. 




















Perfection 


CleaningRods 
(; 


Brass or coppered 
. 29” and 35” long 
/ over all... slotted, or 
notched and slotted. 


Perfection rods have 
a well established rep- 


utation for good work- 








manship. Our prices 
allow good profit for 


you. 








Large stocks ready 


for quick shipment. 


Order now. 


THE PERFECTION MFG. CO. 
2701 N. Leffingwell Ave., St. Louis, Mo. 




















for repeat business 
sell IRONSET URNA 


Here at last is a furnace cement that 
you can safely recommend for every 
job—that stands up on any domestic 


heating application. IRONSET is 
guaranteed to withstand 1800 F, not 
to shrink, bloat, crack or blister. It 
will not sluff off or loosen—retains 
its gas-tight seal. For setting sec- 
tional firepots and boilers, for seal- 
ing stacks and chimneys, wherever 
heat-resisting cement is needed 
IRONSET is cer- 
tain to give com- a 
_, — FIRELINE 
an ti repeat 

site product 


business. 

Write fer Circular 
Fireline Stove & Furnace Lining Co. 
1859-1 Kingsbury St. Chicago, U. S. A. 
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No Frozen Sets 
for the trapper! 
No Frozen Assets 
for the dealer! 


BLAKE & LAMB 


Standardized Steel Traps are 
the only steel traps fitted with 
zine coated shank which elim- 
inates rust, sticking and freez- 
ing. This feature alone will 
make them the consumer's 
choice nine times out of ten 
when given equal display 
upon the dealer’s counter. 


Ask Your Jobber! 


America's Oldest Trap Manufacturer 


South Britain, Conn. 








THE HAWKINS CO. 














The big steel balls 


make them sturdier. . 


D. P. HARRIS HDW. & MFG. CO., INC 
D. P. HARRIS BLOG., NEW YORK, N.Y. 
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Proposed Law Would 
Prevent Mfrs. from 
Retailing 
(Continued from page 64) 


House of Representatives of the United 
States of America in Congress assem- 
bled, That section 3 of the Act entitled 
‘An Act to supplement existing laws 
against unlawful restraints and mon- 
opolies, and for other purposes,’ ap- 
proved October 15, 1914, as amended, 
is amended by adding after section 3 
a new section as follows: 

“Sec. 3% (a). It is hereby declared 
that the enactment of this section is 
necessary in order to protect commerce 
from restraints and monopolies which 
result in certain cases where persons 
are concerned with both the manufac- 
turing and retailing of articles or 
materials. 

“*(b). It shall be unlawful for any 
manufacturer or any affiliate of such 
manufacturer to directly or indirectly 
transport or cause to be transported, in 
commerce, any article or material pro- 
duced by such manufacturer for sale 
or distribution at retail by such manu- 
facturer or by an affiliate of such manu- 
facturer. 


“*(c). For the purpose of this sec- 
tion— 
“*(1). The term ‘person’ means an 


individual, a corporation, a partnership, 
an association, a joint-stock company, 
a business trust or an organized group 
of any of the foregoing, whether or not 
incorporated. 

“*(2). The term ‘manufacturer’ 
means any person, other than an indi- 
vidual, engaged in the producing, manu- 
facturing, processing, packing, refining, 
or preparation of articles or materials 
for sale or consumption. 

“*(3). A person shall be deemed to 
be an affiliate of a manufacturer if 
such person controls or is controlled 
by, or is under common control with, 
such manufacturer. 

“*(4). The exhibition of a motion 
picture for a charge, shall be deemed 
to be a sale at retail. 

“*(5). A person shall be deemed to 
control another person if having over 
the latter (A) actual or legal control, 
whether direct or indirect, or (B) any 
direct or indirect power or influence 
(whether arising through direct or in- 
direct ownership or control of stock or 
other capital, evidences of indebtedness, 
or physical properties or equipment, 
through contract, lease, or agency ar- 
rangements, through interlocking direc- 
torates or offices, or through any other 
means or circumstances) which can be 
used to affect, in any substantial man- 
ner, the policies or conduct of such 
other person affecting competitive re- 
lationships between persons engaged in 
the business of selling articles or mate- 
rials at retail.’ 

“Sec. 2. This act shall take effect 
three years after the date of its enact- 
ment. 








“Master’s new 406 Display 
is certainly producing 


BRASS PADLOCK 
PROFITS 


... what's more, combined with 

the No. 407 Display, the sales 

effect is stronger than ever... 

I'm selling more STEEL Masters 
than ever before, tool!” 


WES LS 8 Cla a (os 


Workdn Langeat Exchurive 
Padkock Manufacturer 


MILWAUKEE, WIS.,U.S.A. 





69 








(Key 


LE 
NE 


\ 
\ 


70 


’ s 4 Ld 
a 2 


AP 
N W 


ST 


SN, 
4 \ 
\ 


5 
O 
O 
L 
Ss 


\ 








How and Where Are Our Children 
Going to Live? 


(Continued from page 32) 


foregoing. There are thousands 
of people in the cities all over 
the United States living that way. 
What is the point of the story?” 
My answer to this is: “Just wait. 
I am telling a true story of my 
own personal experience and giv- 
ing specific details because in my 
judgment these facts are going to 
have a profound effect upon the 
future of this country.” 


* * * 


My second visit was to a fam- 
ily who own a place, properly 
mortgaged, about twenty miles 
from New York in an attractive 
suburban town. The round trip 
railroad fare with the new re- 
duced rates, is eighty cents. This 
family have a good sized house, 
of about 12 rooms on an acre of 
ground. As we sat on the porch 
and looked out over their well 
kept grounds, naturally the cost 
of living, taxation and all that 
came up for discussion. 

The head of this family draws 
a yearly salary of $10,000.00. 
There are six in the family, hus- 
band, wife and four children. 
The older children go to school 
in the village. This family has a 
mortgage on their place of $20,- 
000, held by one of the New York 
trust companies, on which they 
pay 6 per cent interest. In addi- 
tion to this they must amortize 
this mortgage at the rate of 
$1,000 per annum. Therefore the 
mortgage interest and amortiza- 
tion cost him $2,200.00 per year. 
The taxes on this place—state, 
county, township, school, etc., 
amount to $1,800.000. Gas and 
electricity cost $300.00 per an- 
num, oil heat $450.00, insurance 
of various kinds $250.00, making 
a total of about $5,000 per an- 
num. Every three years at the 
longest, the house and garage 
must be painted at a cost of 
$500.00. Then, of course, as this 
suburban resident owns a car, 
there is automobile insurance. 
The family goes to church and 
has a pew. They pay out small 
amounts for local charities. So 


out of my friend’s $10,000.00 per 
annum, it is simple to figure up 
about $6,000.00 in fixed expenses. 
This leaves him $4,000.00 for 
food, clothing, life insurance, 
club dues, doctor bills, dentist, 
etc. He buys from the local deal- 
ers and everything is delivered. 
He enjoys good service on water, 
electricity, oil heat, etc. At the 
end of the year he tells me, while 
they live well and should not 
complain, he does not save a cent 
out of his $10,000. Financially, 
he is no better off than my other 
friend who lives in New York 
City. His clothes may be a little 
better, his food may be a little 
better, his surroundings, of course, 
are more agreeable, but he is not 
saving a cent for his old age. 

If he happens to die there is 
his life insurance, but as he only 
ean afford to carry $10,000.00 
worth, his wife will probably be 
left with four children and an 
income of less than a thousand 
dollars per year, figuring on the 
few miscellaneous stocks he has. 
She has never worked and knows 
nothing but the duties of a house- 
wife. 

The main thing to which this 
householder objects is his taxes. 
He “owns” his own home, has 
been making payments to the 
trust company for years, therefore 
reducing the interest and mort- 
gage on his property, but his 
taxes in proportion have been in- 
creased as his interest decreases. 
Well, someone “Ray ask, why 
doesn’t he get out? He gadivine 
beyond his incomé, nswer 
to this is that today on the mar- 
ket he could not get 50 per cent 


of what he paid for his house™ 


originally, and he hates to let it 
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waijoh a sacrifice: He is wait- © 


Was to,,a young broker and ghis - 


family: He is on Wall Street. 
He made a lot of money during 
the boom, and was trimmed up 
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ALL THIS FOR A *10 BILL 


Think of it! A whole window full of breath-tak- 
ing, sales-making chrome - cookery! Everything 
you need to clean up on Speedy-Clean, the amaz- 
ing “never scour” line that has the whole land 
buying. All this for about a 10-spot—including 
a valuable big four-color permanent display and 
a whole stock of high-power circulars. At this 
price, you get over 50% mark-up! 


Remember, Speedy-Clean utensils are the fastest 
selling line on the market today. The brilliant 
chrome finish sells them on sight. The amazing 
Butler and satin finish cooking surfaces assure 
perfect results and never need scouring. Made 
of special tempered steel, possessing ideal cook- 
ing qualities. The cool, ebonized handles are 
non-twisting! At last—perfect cooking utensils! 


Order your SPECIAL DEAL from your 
jobber—right now! 


PES 65.0< s.cbsencouns Two-Egg Skillet—8” Top Diameter 
a) ee Pe Newlywed Skillets—9144” Top Diameter 
3—9080 B....... Large Family Skillets-—10%4” Top Diameter 
1—-9090 B..... Boarding House Skillet—11%” Top Diameter 
PS ehisdocsngecneeeen Chicken Fryers—10” Top Diameter 
DOGS oi citiied ives decease Dutch Ovens—10” Top Diameter 
OD, <.dos tas wench ocunneaeaeene Two-color, high power circulars 
hécsdaes Four-color combination merchandise display card 


CE AUHAAI) ae. 





FREDERICK e@§ MARYLAND 


OCTOBER 8, 1936 









Ask for FREE 
Copy of this 
Interesting Book 
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THAT WILL 


A NEW day in paint efficiency is 

here ... years’ longer service 
and greater economy for the con- 
sumer; bigger and better profits for 
the dealer. 


Johnston’s SURETY BOND “Adia-Ther- 
matic” Paint is made from scientifically 
balanced proportions of lead, zinc and ti- 
tanium, saturated with “Adia-Thermatic” 
Oil, then ground in Johnston’s mammoth 
mills. Its smooth lustrous surface wears ap- 
proximately 40% longer than standard 
“first-grade” paints; spreads approximately 
one-half farther; is unapproached in intense 
whiteness or clearness of color; offers great- 
er resistance to fading, cracking or check- 
ing. SURETY BOND solves the problem 
for the dealer who is faced with mail-order 
or other price-cut competition ; for SURETY 
BOND gives the buyer so much more for 
his money that it is a phenomenal seller at 
regular prices! 












Sunburn and 
blistering may 
be prevented 
by use of oils 
that filter out 
the sun’s de- 
structive rays. 





R oe pig SE Dente ea: 
DEALER OPPORTUNITY... 
Johnston’s SURETY BOND offers the most out- 


standing sales and profit opportunity in the his- 
tory of prepared paints. Write today for details. 








CINCINNATI, OHIO 


ADIA-THERMATIC HOUSE-PAINT 


INCREASE YOUR 
SALES AND PROFITS 


The R. F. JOHNSTON PAINT CO. 


om) Sohnsion’s SURETY BOND 
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STORMPROOF 
ROOFING 


flor 





Tue latest addition to the Bethle- 
hem group of quality roofing sheets, 
Bethlehem Stormproof Roofing, is 
absolutely rain and wind proof. Its 
improved twin-air-chamber con- 
struction eliminates water creepage 
at the laps from syphoning or capil- 
lary attraction and at the same time 
provides great rigidity and an excel- 
lent nailing surface. 

These three points of superiority in 
Stormproof construction are pointed 
out on the diagram above. 


1. Twin air chambers check and drain off all 
water sucked into the seam by capillary 
attraction, regardless of whether it works 
its way up from the lap or enters from 
above at a loose nail. 


iP 


. The firm, ample nailing surface afforded by 
the central corrugation makes it a roofing 
that is easily and economically laid. 


3. The large steep-pitched central corruga- 
tion, braced on both sides by the smaller 
corrugations, gives great rigidity. Sticks or 
strips are unnecessary in laying Storm- 
proof Roofing. 


Bethlehem Stormproof Roofing is at- 
tractive in appearance, is suitable for 
any type of structure and it is 
equally well adapted for use as siding. 

Easy to apply, adapted to a wide 
range of uses, Bethlehem Storm- 
proof Roofing is opening a broad 
highway to greater roofing sales for 
dealers everywhere. Ask your jobber 
for full information about Bethle- 
hem Stormproof Roofing. 


Bethlehem Steel 


Company 


General Offices: Bethlehem, Pa. 
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but not knocked out, during the 
depression. During the boom he 
built one of those fancy places 
in Westchester County. He had 
several cars, several servants, a 
sunken garden, fountains, stone 
walks and all] the trimmings. Then 
the increase in Westchester taxa- 
tion hit him. This young fellow 
happens to have one of those in- 
quiring minds. The first thing 
he called to my attention, and 
this was two years ago, was the 
debt of the state of New York, 
which according to the World 
Almanac, page 861, amounts to 
the respectable sum of $432,- 
016,000. The taxpayers are pay- 
ing over $20,000,000 annual in- 
terest on this debt and taxes nat- 
urally are adjusted accordingly. 
The state debt of the state of 
New Jersey is $100,413,000, that 
of the state of Pennsylvania 
$143,034,000. Then just for fun 
we looked up the good old state 
of Missouri, and it was interesting 
to note that the debt of this 
western state was $116,279,000. 
Then we turned to the state of 
Connecticut and were astounded 
to note that there was no state 
debt, and state taxes in Connecti- 
cut were almost the lowest of 
any state in the country. There 
is no state income tax in Con- 
necticut. 

These figures made my young 
broker friend do some figuring 
and some deep thinking. The up- 
shot of the matter was that he 
sold his place in Westchester 
County for just half what he 
paid for it. As’ he expressed it, 
he took it on the chin. Then he 
and his wife proceeded to travel 
over Connecticut in his car on 
week-ends hunting for a farm. 
He found one near Danbury. It 
consisted of 250 acres. The farm- 
house was built in 1790, and this 
is where last week-end I made 
the third visit I want to tell you 
about. 

On this farm there is a very 
comfortable old farmhouse of ten 
rooms, a modern barn that will 
take care of forty cows and 
twenty horses, a garage for four 
cars, a milk house, a smoke house, 
a pig house, an ice house, a 
wood shed. His place looks like 
a small village, with the manor 
house overlooking it from the 





side of a hill. There is a small 
creek that runs through his place. 
It comes down the hill above the 
house and runs down to the 
Housatonic river a mile or so 
away. On the side of the hill 
this little creek was dammed, and 
an artificial lake formed, where 
the children could swim in sum- 
mer and ice could be cut and de- 
livered to the nearby ice house 
in the winter. Pipes carry the 
water down the hill all through 
the manor house, giving plenty of 
water for washing, cooking, show- 
er baths and all that. Pipes also 
carry the water down to the barn, 
the milk house and the other 
buildings, so there was a lot of 
water for every practical purpose 
and not one cent to be paid for 
it to any public utility. In front 
of the house is a well from which 
is drawn delicious, pure drinking 
water. Around the house are an- 
cient trees, one sugar maple with 
a spread of seventy feet. 

There is a telephone, but no 
electricity. The family use kero- 
sene lamps. I went to my bed- 
room carrying a Dietz tubular lan- 
tern. “Thank God,” said my 
friend, “I am not paying any bills. 
to any utility for electricity or 
gas.” 

The next day as we sat under 
the sugar maple tree, he told me- 
some interesting things about 
Connecticut. The annual tax om 
this property of his, which he 
bought for a very low price, is. 
$160.00. “Now,” he said, “just 
figure up my carrying charges. 
here. Taxes $160.00 per year, 
interest on my investment, $15,- 
000.00 at 5 per cent, $750.00, total’ 
$910.00. Nothing for water, heat, 
electricity, or gas. “Compare this 
with the amount being paid by 
the family in the Westchester vil- 
lage. Of course, there was insur-: 
ance, but not as much as in West- 
chester. 

There were orchards all around’ 
the farmhouse, and the branches 
were actually bent to the ground 
with their load of peaches and’ 
apples. My farmer friend was 
selling peaches to anyone who: 
would pick them off the trees 
for $1.00 a bushel. The day I 
was there they sold 35 bushels.. 
He had a number of acres in 
sweet corn. Before dinner he 
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‘‘Double Action’’ locks the shackle 
of this new Chicago padlock at 
Both Ends . .. with a New 
ROTARY CAM and SLIDING 
BOLT action that grips auto- 
matically ... at both ends... 
when lock is closed. Neither cam 
nor bolt can be forced by shim- 
ming, prying or hammering. En- 
tire lock cylinder easily removed 
or replaced (while unlocked), en- 
abling keys to be changed from 
time to time. 

Case is one piece solid white 
metal, gray, wrinkled finish. No 
bolts, rivets or seams. All popular 
sizes. Choice of Double Bitted 11 
Tumbler lock or famous ACE 7 
pin tumbler lock with round key- 
hole. Write for illustrated cir- “ 
ewar, specifications and _ prices —— 

now. 








a 
fo) 
ro) 





Cs 


“TM'OOVSIKD 


@,. 





O+ 


Dealers who sell Lowe’ 
Brothers products have 
proved that profitable paint 
sales begin when they show 
the Pictorial Color Chart. 
Their prospects show, with 
purchases of paint, that they 
find it easy to choose the 
desired color scheme from 
actual painted reproductions 
of charming interiors and 
attractive exteriors. 

Dealers in Lowe Brothers 
products not only receive 
this most effective sales 
closing help, but they 
benefit by the aggressive CHICAGO "3 
advertising featuring it, which is appearing in national = EH LOCKCO.: 
magazines and farm publications. ‘ 

Yet this Pictorial Color Chart is just one of the 
sales-making helps offered dealers in Lowe Brothers 
products. Others include ready-to-run newspaper 
advertisements, window posters and displays, book- 
lets and folders. 

Lowe Brothers aggressive advertising, known 
quality and proved sales cooperation make our dealer 
franchise most profitable. We suggest you write today 
for complete details. The Lowe Brothers Company, 
Dayton, Ohio. 


Brothers 


PAINTS @ VARNISHES 2024 N. RACINE AVE. CHICAGO 


Quality Unsurpassed Since 1869 


4 
1) 








(Actual size) 


Number 740 (Actual size) 
Number 741 
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More than one hardware man has 


made a gilt-edged reputation for 
super-pronto service by know- 
ing. what dependable Railway 
Express can do in a spare-part 
jam. And weight or bulk cut 
no figure. Railway Express gets 
spare-parts through at a trifling 
cost. Often “saves the day.” For 
particulars, ask your own Rail- 
way Express agent, 

Saving the day is Railway Ex- 
press’s specialty, and spare-parts 
and replacements get right-of- 
way and not maybe—from pick- 
up to delivery. What's more, 
with 23,000 Railway Express 
offices spotting the continent, 
there’s not a dealer in America 
that manufacturers and jobbers 
can't reach. Many, the next day, 
and with Air Express on call — 
2500 miles overnight—more in 
a few hours. A phone call to any 
Railway Express office brings 
both services. Paste the number 
in your hat, for it's money in 
your pocket. 


RAILWAY 
EXPRESS 


AGENCY, INC. 


NATION-WIDE RAIL-AIR SERVICE 
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went out to the corn field and 
shucked 24 ears of corn which 
we had for dinner. It was de- 
licious. 

His good wife took me into 
the basement of the house and 
showed me the collection of vege- 
tables and fruits she had canned. 
All grown on the place, and 
picked by the children. Not to 
go into further details, this farm 
was just bursting with plenty. 
They had more of everything 
than they could use. But because 
of the cost of distribution, of 
transportation, they were selling 
very little. All of their neighbors 
were in the same boat. Too much 
of everything! I could not help 
but think of my poor young 
friend in New York paying ex- 
orbitant prices for vegetables 
and fruit. 

Another interesting subject of 
conversation was the fact that my 
broker friend had joined the 
Farmers Grange in his neighbor- 
hood. This Grange has ‘regular 
meetings, regular committees. 
They are interested not only in 
selling their crops, but also in 
cooperative buying. They have 
discussed at some of their. meet- 
ings the setting up of a coopera- 
tive store. Once a month they 
have a dance. So this grange 
combines both business and plea- 
sure. 

I forgot to state above that 
my broker-farmer friend has no 
coal to buy as there is plenty of 
wood on the farm, enough wood 
to last for years. His hired man 
had already been at work on the 


woodpile. The wood shed was 
piled up to the ceiling. Part of 
this wood shed was set aside for 
a tool room, and I was surprised 
in this room to see the quantity 
of tools that are used on a farm. 
My friend had just laid in a new 
stock of tools this summer and 
the labels were still new and 
fresh. As I glanced over them 
I thought of many of my friends 
among the hardware mandfactur- 
ers. It was very interesting for 
me to handle these tools, study 
the labels and note the changes 
that have taken place. My hostess 
spoke in glowing terms of a new 
rake made of rubber. That was 
certainly a new one on me. She 
showed me how it worked and it 
was great. In the kitchen I also 
looked over a number of other 
hardware novelties. One of them 
that especially appealed to me 
was a can opener. She could 
work it like a charm, but when 
I attempted-to show my skill I 
made a miserable failure. I found 
it takes some mechanical sense 
even to use a can opener. 
Well, so much for this article 
about the three families. In my 
next article I will attempt to work 
out some of the things that I 
think are going to happen in dis- 
tribution in this country in a 
few years, and I am basing my 
prophecies just on the things I 
learned about the lives of these 
three typical American families, 
one in the city, one in the West- 
chester village, and one on the 
farm. 
(To be continued in next issue) 





Radium Paint 


FTER careful study it has been 
ascertained that radium or lu- 
minous paint may be transmitted in 
the mails without damaging other 
mail matter under the following con- 
ditions: 

One gram of luminous paint prop- 
erly cushioned in a cubic box of 
wood with all six walls 1 inch thick 
and this cubic box enclosed in a 
strong outside container with a 
bursting strength of not less than 
275 pounds per square inch measur- 
ing at least 7 inches on all sides so 


in the Mails 


that all outer surfaces will be at 
least 3 inches from the tube contain- 
ing the luminous powder or paint. 
The wooden box must be packed in 
the outside container so that the 
tube of luminous paint will be equi- 
distant from the walls of the outside 
container at all times. Such parcels 
must be labeled “Radium Paint.” 

Postmasters may accept radium or 
luminous paint packed as above de- 
scribed. 

—HARLLEE BRANCH, 

Second Assistant Postmaster .Gen- 

eral, in a recent bulletin. 
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Nationally Advertised 
ARCADE 
Model Maker 


retailing at only $11.00 


Millions of readers, through the columns of Popular 
Science Monthly, Popular Homecraft and a group of 
business magazines, will be told during the fall and 
winter months about this remarkable little Model 
Maker. They will be impressed by its high quality— 
they will buy because of its unmatchable value. 


Regular equipment includes lathe, screw center, sabre 
saw, sander disc, circle saw, lathe tool set, drill chuck 
and grinder wheel. *Note (Retail price west of 
Rockies $12.00.) Write for complete details and litera- 
ture. Sold by leading jobbers. 


ARCADE MFG. CO., 1201 Shawnee St., Freeport, Ill. 


















Model 860 
LIST PRICE 


$950 


Complete 
less motor 


eed 

















Speedy Paint Sprayers 
Professional type with famous Clean Air 
compressor on steel base, pressure feed in- 
ternal mix spray gun with quart aluminum 
cup. List only $18.50—others $5.00—$14.00. 
Autopower sprayers $2.60 and up. No cylin- 


DEALERS: 


Send for price list, 
discounts and details 
on electric and auto 
power paint sprayers. 


ders, pistons or rings to wear out. Sturdy, 


efficient, yet low in cost. 


W. R. BROWN CORP. 


5724 Armitage Ave., CHICAGO, ILL. 
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The D Biggest Selling 
HORSE SHOES 





@ America’s most depend- 
able Horse and Mule Shoes for Half 
a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 
through regular trade channels 


OTHER PHOENIX PRODUCTS % 


Toe Calks Ribbed Steel (bars) RUBBER GOODS 
Screw Calks, Chain Hooks and Horse Shoes 
Drive Calks, Cold Shuts Pads—Drive Calks 
Shoes and Tools Spuds for Tractor Door Mats 
Racing and Sport and Lawn Mower Force Cups 


Shoes Wheels Radiator Hose 


PHOENIX MANUFACTURING CO. 


Largest Manufacturers of Horse 
Shoes in the World 


ind Mule 
332 South Michigan Avenue, Chicago, Illinois 
Catasauqua, Pa. 
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It’s the 


Date.Line! 


—on “Eveready”’ Batteries 
that assures your customer 
he is getting a fresh battery, 
brimful of power. So point 
out the date-line...it’s a 
sale clincher. 


EVEREADY 
FLASHLIGHTS and BATTERIES 


Are You Headquarters For 
Bolts, Nuts 
and Screws 


in Your Community? 


You will be — if you 
handle the Clark line, 
for Clark quality, accu- 
racy and uniformity win 
and hold customers. 


Cuanx BrosBout (h 


BEMISS ST., MILLDALE, CONN. 





Send 
for 
Catalog 





Since 1854 


_( LARK 











Ten Real Benefits from Correct 
Store Lighting 


(Continued from page 42) 


the ceiling and upper walls can be 
finished in light colors and main- 
tained in good reflecting condi- 
tion, semi-indirect or indirect units 
may be used to provide better dif- 
fused light on the displays. The 
light is then more evenly distrib- 
uted with fewer shadows. 

As improper fixtures are likely 
to make the difference between a 
good lighting system and a poor 
one, the selection of efficient light- 
ing equipment is highly important. 
Lamp bulbs should never be used 
without reflecting equipment, as 
such practice results in consider- 
able glare, and an undue amount 
of wasted light. Glare is also en- 
countered if direct lighting fix- 
tures are mounted too low, so that 
they are within the line of vision. 
In stores where this condition ex- 
ists, and the mounting height of 
the units cannot be _ increased, 
glare can be minimized in two 
ways. The system can be changed 
to a semi-indirect or indirect one, 
or lower wattage lamps can be 
used after the units have been 
brought closer together to build up 
the desired amount of light on the 
displays. It is of equal impor- 
tance that there be a proper com- 
bination of lamp bulb and reflect- 
ing unit. A large lamp in too 
small a fixture will cause an an- 
noying glare, and inefficient reflec- 
tion of the light. ’ A small lamp in 
too large a fixture does not permit 
ample diffusion. 

The amount of light desired on 
the displayed merchandise is a de- 
ciding factor in choosing the cor- 
rect lamp size to use in the general 
lighting system. The “foot-can- 
dle,” the unit of measurement of 


light on a given plane, is easily 
measured by a simple instrument 
called the “foot-candle meter.” 
The average recommended level is 
from 15 to 20 foot-candles, al- 
though many stores are insisting 
on much higher levels of illumi- 
nation. The size of the lamp nec- 
essary to obtain this amount of 
light on the merchandise may be 
selected from 200-, 300-, or 500- 
watt Mazda lamp sizes. 

Since the wiring plan is the 
foundation of every lighting sys- 
tem, it deserves careful considera- 
tion. Because illumination levels 
have been and are on the upward 
trend, it is economical to provide 
adequate wiring for the future as 
well as for the present. Failure 
to provide adequate wiring results 
in lost light, and unnecessary pres- 
ent and future expense. If the 
lighting units are properly spaced 
and adequate wiring provided, a 
change in the type of reflector or 
size of lamp may be made in the 
future without undue complica- 
tions. 

Several points regarding .the 
maintenance of the lighting system 
are of importance. A regular 
schedule for cleaning lamps and 
reflectors should be adopted, for 
dust and dirt collecting on them 
frequently absorbs one-fifth of the 
light. The upper walls and ceil- 
ing should be finished in light col- 
ors and maintained in as good re- 
flecting condition as possible. The 
voltage at the socket should be 
checked occasionally, and should 
correspond to the rated voltage of 
the lamps, since under-voltage 
burning causes inefficiency, loss of 
light paid for—in the lighting 
system. 


Questions and Answers on 
Robinson-Patman Act 


(Continued from page 45) 


specialized manner with costly dis- 
plays of samples, added equipment, 
and expert personnel—all greatly in- 
creasing the distribution costs of the 
dealer—only to sell direct to con- 
sumers at any time in competition 


with these same established trade 
connections whose added expenses 
have been incurred in the interest 
of the sale of the offending manufac- 
turers’ own products? 
Answer—Same answer as to No. 9. 
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A Far Better 
Christmas Tree Mat 


A felt sheet—white or green—4], ft. by 9 ft. 
Neat. Clean. Protects rug, carpet or floor. An 


easy selling holiday item. RETAIL PRICE $2 


SILENCE = 
PROTECTS 
IMPROVES 


This 7-color Cut-out advertises the 

Fidelity Felt Roadbed for Model 

Railroads. A good little profit pro- 

ducer for all-year selling. A 6-ft. 

strip retails at 35¢ for “O” Gauge 

tracks; 50¢ for “Standard” Gauge. 
Send For Details 


IDELITY FELT Christmas Tree Mat 
' meets every requirement. Is of ample Saies coneuies kan mens <chalt 
size to allow room in front for toys, gifts or ee es 
“yard”. Can be put down or taken up in a va 
Pre o ” 1 This strikingly attractive Cut-out, 
jiffy. Leaves no mess to be cleanec up in 7 colors, sent with initial order; 
after Christmas. Lasts indefinitely. Retails ls @ supply of folders for con- 

° . sumer distribution. 
at $2 for standard size; other sizes cut to 


order. 


Be sure to display this mat with your holiday goods. It sells itself. Write 
for trade discount and folder describing the Fidelity Felt Christmas Tree 
Mat and the Fidelity Felt Roadbed for Model Railroads. 


FIDELITY FELT COMPANY 


Die-Cut Felt Specialists 
FRONT & VENANGO STS., PHILADELPHIA, PA. 


Look on page 234, Hardware Age DIRECTORY NUMBER, August 27 











TURNE R* 
BLOW TORCHES 


have made 


PROFITS 
for dealers 


Tas 922 Ji 
Ue Rear line...Sales are 


(“THE TURNER BRASSWORKS 5 


00 Park Ave., Sycamore, Ill., U.S. A. 
Plumbers’ and Tinners’ Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, etc. 
SESE °c ePIC 


OCTOBER 8, 1936 














SMART TIMEPIECES 


TIP TOP IT WILL PAY YOU 
WRIST WATCH TO 


with 
sunk second dial 

Two-tone dial with sunk 
second dial. Chromium 
plated case with unbreak- 
able crystal. Sturdy, re- 
liable movement. Black 
leather braided cord, 
Soe, meee adjust- 

able ratchet clasp. For 
TURNER either lady or gentleman. 
Blow Torch | Retail, $3.50. 


No. 150 
vere ace ee 
fastest seller 
in the entire 





TICK TOCK 
ALARM CLOCK 


Beautiful, modernistic metal case. 
Two-tone silvered dial, chromium 
plated bezel. Compensated, 30- 


made when it’s hour movement. Top shut-off. 





displayed. Choice of rose, silvered, black or 
green case. A remarkable value 
s at its low retail price. 
Prices slightly higher on Pac. Coast 
is YOUR Company a 
Name on our IF NOT AT YOUR JOBBER’S, PLEASE 






SEND US HIS NAME 


THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 


Mailing List? 















—to sell “Eveready” Batteries. 
Just point out the date-line on 
each battery. This is your cus- 
tomer’s assurance that the bat- 
tery She gets is fresh and 
brimful of long-lasting power. 


THE DATE-LINE 
SHOWS THEY’RE 


FRESH ==> |; 


Lowe iif! 
N 
BATTER’ 


+ 
I) Nationa carson 














ARMSTRONG 


NowFine Tool Quality in 


STAR 
DRILLS. 


Correct cutting 
shapes and finer steel 
... drop forged, 
ground, heat treated 
and tempered. Here 
are star drills that 
hold their sharp- 
ness and run 









uniformly ex- 
cellent. 















Coming in 
8-inch,12-inch, 

18 and 24-inch, 
by sixteenths to 

one inch by eighths 
in larger diameters— 
a complete line that 

needs no fill-ins with es- 
tablished prices, established 
margins and an established 


name. 
Write for Star Drill Circular 


ARMSTRONG BROS. TOOL CO 
“The Toot Holder People” 
314 WN. Francisco Ave. Chicago, U.S.A. 

New York San Francisco London 
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Good Display and Store Traffic 


(Continued from page 35) 


ideas in labor saving. It is a 
sound and effective means of 
creating store traffic. 

It is doubtful if there is a more 
potent means of attracting the at- 
tention of farmers than display- 
ing farm tools. The farmer is more 
vitally interested in his part of the 
farming equipment than he is in 
the home making side. Displays 
to hold his interest should begin 
not later than Feb. 1. 

In small towns the hardware 
merchant has some competition on 
farm tools from other lines of re- 
tailing. In order to hold his trade 
above normal he must arrange 
his displays in a way that will be 
the talk of the countryside. In 
other words these displays must be 
above the average. 

A little straight thinking will 
enable the hardware man to show 
his farm equipment as it should 
be displayed. I have in mind one 
display room for this purpose 
which is 20x10 ft. The display 
starts with those tools that are 
first used during the early season. 
A two-horse turner in front with 
single-trees, harness, collars and 
everything that is to be used lying 
on the plow just as if it were 
already in the farmer’s field. This 
is followed with smaller plows, 
distributors, cotton planters, every 
make of harrows in the store’s line. 
Around the room is to be found 
every kind of farm article from 
a bolt and nut up to pitch forks, 
shovels, etc. -A_ price ticket is 
attached to every piece of farm 
equipment that is on display in 
this room. People not only come 
to this room in goodly numbers, 
but they buy readily. The plan 
outlined above was_ responsible 
for an increase of 50 per cent in 
store traffic and 25 per cent in- 
creased sales, in a town of only 
1000 population. 


Fencing Materials 


While fencing does not lend it- 
self to display methods as well 
as other lines do, it is possible to 
stimulate farmers’ interest in fenc- 
ing wire, steel posts, gates and 
other fencing materials. Select a 
list of farms that are not under 
fence and write each a special 


letter, explaining how much they 
are losing by allowing the farm 
to remain open, and how they 
could save by fencing. Follow 
this with a few lines telling pros- 
pects just what you have in stock 
and what you are asking for it. 
Mail such letters direct to pros- 
pects by first-class mail. The early 
fall is best for these letters. Keep 
a list of everyone you mail a let- 
ter to and keep a record of every 
letter you get a reply to, from 
those who come td shop and those 
who purchase. Those who do not 
reply should receive another let- 
ter in about six months’ time. 
You'll finally get them to consider 
the matter, especially if their 
neighbors have bought. By keep- 
ing up this method you will find 
that your fencing sales are rising. 


Paint Makes Good Display 


Paint is an outstanding mer- 
chandise item in hardware stores 
for making attractive displays. It 
is not a hard matter to secure a 
list of regular paint customers, 
but since building suppliers are 
handling paints in large quanti- 
ties, the hardware merchant must 
use some unusual stunts to keep 
the paint volume above normal. 
Here is one such plan that I have 
found to bring good results. Cut 
three boards out of first class 
material, 24 x 16 in. On one, 
apply one coat of paint; on the 
second, two coats, and on the 
third, three. Be sure to use the 
highest quality paint. Tack these 
boards on the outside of the store 
where they will be exposed to the 
weather. This will give prospects 
a clear knowledge of the product 
and see how it will appear on their 
own buildings. It will also indi- 
cate the merchant’s confidence in 
his brand of paint to give it such 
an open test. As near as possible 
to these painted boards, display 
that brand of paint with price tag 
attached. The same thing can be 
done with the cheaper grades of 
paint if you wish. 

The most important thing about 
these suggestions is that you keep 
up these methods year in and year 
out. In that way you will find 
yourself making money. 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zine coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 




















MARBLES 
Latest Catalog 


—to get the extra profits from 
sales of Marble’s Sights, Clean- 
ing Implements, Nitro-Solvent 
Oil, Knives, Axes, Compasses 
and other Outdoor 
Equipment 


Write today for your 
Free Copy 


of Marble’s latest catalog for 
dealers. New 1936 Edition now 
ready. 
MARBLE ARMS & MFG. CO. 
540 Delta Ave. 
Gladstone, Mich., U. S. A. 




















REPUBLIC STEEL PRODUCTS 





f PIPE BOLTS AND NUTS 
Plain and copper-bearing steel Bolts, nuts and rivets of all 
Toncan Iron standard and special types. 
SHEETS Lagscrews, turnbuckles, etc. 


WIRE PRODUCTS 
Smooth and barbed wire 
Woven wire fencing and poultry netting 
ails and staples 
FENCE POSTS 
Studded ““Y”, punched tee 
and punched angle styles 
End, corner and gate posts 


REPUBLIC STEEL CORPORATION 


CLEVELAND, OHIO 


_ Flat and corrugated 
Plain and copper-bearing steel 
Toncan Iron 
ROOFING AND SIDING 
Flat and corrugated 
Roll and V-crimped styles 
Plain and copper-bearing steel 

‘oncan Iron 


GENERAL OFFICES 





IT’S PROFITABLE TO STOCK 








Set Out a Display — 
Shooters Want 


HOPPE’S No. 9 












Every hunter needs famous 
Hoppe’s No. 9 to remove gun bore 
leading or metal fouling, all fir- 
ing residue, and prevent rust. 
America’s favorite solvent, first 
choice for more than a quarter 
century. Sell it to every hunter. 


Sell these other Hoppe’s preparations too. 
HOPPE’S HOPPE’S 


Lubricating Oil © Cleaning Patches 


Specially refined 
for gun actions 


Highly popular, 
ready - cut clean 





' tg eanton flannel, in 
them working dustproof cartons. 
3 freely. Also cleans, Choice of five 
polishes, prevents round sizes, one 
rust. Pure. Won't sdunté;, «sk 
Cwnil. Teor, ean 10MG, for all fire- 
15¢ retail. arms. 25¢ retail. 





YOUR JOBBER CAN SUPPLY YOU 
HOPPE’S GUN CLEANING PACK 
Handy, 
Bottle of No. 9, can of Oil, tube of 


Guan 


popular for hunting trips. 


Grease, some square Patches, 
Cleaning Guide, all in handy carton, 
retailing for $1.00. 












FRANK A. HOPPE, Inc. 
2314-A North 8th Street, Philadelphia, Pa. 
NEW YORK: Ed. W. Simon Co., Inc., 302 Broadway 
LOS ANGELES: H. L. Bowlds, 108 West 2nd Street 





The One-Roof PREMAX 
AERIAL PYRAMID 


Leading in popularity 
everywhere, the new 
Premax Pyramid An- 
tenna is going to be the 
biggest selling installa- 
tion of 1936-1937. 
Everything complete in 
one carton—ready to 
erect. Have you ordered 
your sample or stock? 


Send for bulletin 
and prices today. 








PREMAX SALES DIVISION 


Chisholm-Ryder Company, Inc. 
3801 Highland Ave. 


Niagara Falls, N. Y. 


OCTOBER 8, 1936 








DIFFERENT STYLES—Boston, New York, 
Providence (Long and Short), Crisfield (Long 
and Short), New Haven and Seattle— 


en 


Made by 


Popular with oystermen from Coast to Coast, because every knife 
makes easy work of a tough job. 





Providence Style (Long and Short) 
These knives will make steady customers for you—as will any, and 
every knife in the R. MURPHY line. Write for catalog and prices 
on Shoe, Paper Hangers, Roofing, Butcher, Rubber, etc., knives. 

ROBERT MURPHY’S SONS CO., Ayer, Mass. 
Est. 1850 

















Consumer's Cooperatives 


(Continued from page 28) 


thoughts as “Prices paid by farm- 
ers too often must cover in- 
efficiency in distribution” and 
pointing out that “a well-managed 
cooperative purchasing association 
may eliminate or reduce many 
of these costs and bring com- 
petitive pressure to bear on 
prices.” 

The FCA sends this booklet to 
anyone without cost, along with 
a pamphlet of 26 mimeographed 
sheets telling in detail how to or- 
ganize a consumers’ cooperative, 
and then automatically refers the 
inquiry to the Bureau of Labor 
Statistics, Department of Labor, 
which sends still more material. 

The Department of Commerce 
also does its bit with a 27-page 
mimeographed booklet listing 
sources of information on con- 
sumers’ cooperatives. Included in 
the list is Bulletin No. 598, “Or- 
ganization and Management of 
Consumers’ Cooperative Associa- 
tions and Clubs,” recently re- 
printed after the first edition had 
been exhausted, and available at 
the Government Printing Office 
for 10 cents a copy. 


F.C.A. a Leader 


In the field of practical aid in 
forming ‘ cooperatives, the FCA 
has been a leader. In the sixteen 
months ended Jan. 31, 1936, it 
organized 1000 federal credit 
unions, or cooperative banks, 
with farmer or consumer mem- 
bers, and at present it is said to 
be organizing 100 to 150 of these 
credit unions each month. 

The biggest federal enterprise 
in the cooperative field, however, 
is the Rural Electrification Ad- 
ministration. Paul Mallon, well 
known Washington newspaper 
commentator, calls the REA the 
“first step toward Wallace’s 
prophesied new nation, ‘the co- 
operative commonwealth.”  Al- 
though private companies can 
obtain loans from REA, “farm 
cooperatives will be given pref- 
erence” and REA has already 
loaned $15,900,000 to serve more 
than 50,000 farm families, con- 
taining 250,000 persons who thus 
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get another contact with the co- 
operative ideal. REA has $40,- 
000,000 to loan this year, the 
same amount in 1937, and $50,- 
000,000 in each of the following 
eight years. 


State Governments 


The states, too, are doing their 
part to aid cooperatives. The Wis- 
consin law requiring compulsory 
education in cooperation has been 
mentioned. At Lincoln, Neb., a 
co-op has just been formed with 
the chairman of the state univer- 
sity’s rural economics department 
and the state marketing agent. 
both paid by the state, as advisors. 
Innumerable other state-financed 
schools advise cooperatives, and 
even have field men who diagnose 
co-op difficulties and aid in 
remedying them. 

Many states exempt cooperative 
organizations from state income 
taxes and, in addition, the prop- 
erly organized cooperative, no 
matter how large, need pay no 
federal income tax. 

Discrimination does not end 
there, for the first Guffey coal 
act required operators of coal 
mines to sell coal to retail con- 
sumers cooperatives as if they 
were wholesalers so that they got 
a price 8 per cent below that 
asked of private dealers. On a 
purchase of $100 of coal at re- 
tail, the co-op could’ immediately 
save the member $8, plus any 
incidental patronage refund sav- 
ings. The statute was declared 
unconstitutional, but on a section 
other than that providing for this 
discriminatory discount. This pro- 
vision, inserted in the Guffey bill 
by the strong consumers’ lobby 
in Washington, will probably 
reappear in some form in any 
future similar  price-regulating 
measure. 

At the last session of Congress. 
a bill to loan consumers co-ops 
the full amount of their original 
merchandise stock, so that mem- 
bers would need to invest no 
money, was also introduced, but 
was not acted upon. Since the 
REA now does this for electric 





co-ops, it is to be assumed that 
the bill will be reintroduced at 
the next session with a good pos- 
sibility of being enacted into law. 

Possibly legislation even more 
favorable will be passed. The 
President’s commission which in- 
vestigated foreign consumers’ co- 
operatives this summer is said 
to be “greatly impressed” with 
the achievements they saw, and 
their advice and suggestions may 
do a great deal to steer us on 
to the “cooperative democracy.” 

Co-op leaders get much en- 
couragement from the 1936 Demo- 
cratic national platform, which in 
these words says plainly that 
present distribution costs, as rep- 
resented by the gross profit of 
the wholesaler and retailer, are 
too high: 

“We will act to secure for the 
consumer fair value, honest sales, 
and a decreased spread between 
the price he pays and the price 
the producer receives.” 

No one has denied the widely 
published statement that the plat- 
form as first drawn contained 
a paragraph which praised con- 
sumer co-ops and promised aid in 
organizing them, and that the 
paragraph was removed because 
it was feared it would antagonize 
business men. 


Watch Legislative Bills 


But, no matter what party is 
in power, whether in state or 
nation, the business man must 
continue to watch legislative halls 
because any statutes which issue 
from them are almost certain to 
discriminate in favor of co-ops. 

(Such is the attitude of organ- 
ized agriculture, organized labor. 
our educational system, the 
churches, and our government. 
Widespread and influential as 
these groups are, how much pres- 
sure for co-ops can they exert on 
the great mass of Americans as 
yet uninformed on the movement? 
How rapidly will any change 
come, and what will it mean to 
the hardware business? What can 
the industry do to protect itself? 
Mr. Moeller will consider these 
points in his next article-—The 
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duces profits. 






DOOR 
HANG 





ER * " water-shed track, Track-and- 

NO. 12 complete information and ‘prices. gover im one pieee. Patented 

> 5 elescopie joint — t 

For doors up tw 1,000 lbs For doors up .vo 500 Ibs. Je a on el a «ma 


Sell the line that builds business and pro- 
The Frantz guarantee of 
quality protects your good name and 
assures customer satisfaction without ex- 
pense to you ... exclusive Frantz features 
make selling easier, increases sales and 
makes -you more money. Write today for “Glide,” the ORIGINAL 





ins By tected Used with either ‘‘Shedwel’’ r 
from weather-applicable to or "Runwel” ‘rack. Htasall FRANTZ MANUFACTURING CO. — root. Easy to install. Made 
8 


any thickness of door. Flex- the features of the famou 
ible hinged drop strap. “Glide. 


of rust resisting steel. 


Sterling, Hlinois 








The Name 


EDLUND 


Is The Standard of Quality 


IN EGG BEATERS, CAN OPENERS, JAR 
OPENERS, BOTTLE OPENERS AND KNIFE 
SHARPENERS. SOLD PROFITABLY BY A 
LARGE MAJORITY OF LEADING DISTRIBU- 
TORS. APPROVED BY GOOD HOUSEKEEP- 
ING INSTITUTE. 


Write for Catalog 


EDLUND CO. BURLINGTON, VT. 
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| #Q) NUT MEAT CHOPPER 


| Rockford & Iinois . 











WIRE 


BRIGHT e ANNEALED ® COPPERED 
GALVANIZED and TINNED—Coiled, 
Straightened and Cut to Length— 
in All Sizes. 

V MANUFACTURER Y CLIP 













V FLORIST V BALING 
V WEAVING V BUNDLING 
V STONE V BALE TIES 
; V STAPLE V BOOKBINDING 
a V TAG V AND OTHERS 
CORTLAN D::N EW YO ea >= &. 8.4 












| Nationally ADVERTISED 
\ 4 


SPECIAL VALUE 
for fall and holidays! 


Uniform 


—IN COLORS— 


at a new low price that will permit you 
to feature it at 


50¢ RETAIL 


Ask Your Jobber 
METWOOD MANUFACTURING CO. $ SmS°" ¢ yor 














Silver Lake Sash Cord 
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"STRONGHOLD" 
PLUG 
The ‘‘non-split"’ 
and 
""indestructible"’ 
Fibre Screw Anchor 


with 
COPPER WIRE 


Made of long-fibre hemp 
braided, interwoven and 
reinforced with Copper 
wire. Holds securely in 
any material, concrete. 
brick, plaster, etc. 

sizes. Distributors and 
Representatives wanted. 


industrial Co., Inc. 
NEW YORK 











PALATINE 
111 FIFTH AVE. 





COOKSZ- CML NAIL 
ANTI S4 4) 


MOUNTED ON THIS 
"SALESMAN" 


Colorful fast-selling dis- 
play holds doz. clippers @ 
35¢ ea. Good profit. Ask 
your jobber. Send for cata- 
fog price sheet. 








@bFLiCy7 2 
Le ‘ey, 


~~ . \ 
, é, 
/ * hh “4, 


Gem Nail Clippers 


The H.C. COOK CO. 
ANSONIA, CONN. 





CHANICS and MACHINISTS 
everywhere “Chi 


Ra: 
weighted heads strike powerful, true, 
ee blows. Their tough 
(compressed water buffalo hide) in- 
serts hold their’ smooth face, are 
easily replacable. Every sale- makes 
2 repeat customer. The outstanding 
line of “soft” hammers, mallets, 
, all sizes. Write for circular 


Chicago Rawhide Mfg. Co. 
1285 Elston Avenue, Chicago, U. S.A. 












Chicago Rawhide Hammers 





The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
B96 Atlantic Ave... Boston, 

















ITH the increase in building construction a new 
fence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel! specialties. Catalogue on request 
The STEWART IRON 
WORKS CO., Inc 
334 Stewart Block 


Ohi 
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CLASSIFIED 
OPPORTUNITIES 


Tarn to Page 36 











Truth in Advertising 


(Continued from page 30) 


nically as truthful. Certainly the 
day has passed when the adver- 
tising industry can tolerate the 
advertiser who persists in the use 
of a type of advertising that 
prejudices the public against all 
advertising, merely because he 
says it pays him. Purely selfish 
aims must be sacrificed for the 
general good. 

Our greatest danger is not in 
the enemies outside the ranks, but 
in the free-thinkers within. Free- 
dom of the press does not com- 
prehend license to publish mate- 
rial detrimental to the public 
welfare. The publication of ad- 
vertisements that destroy confi- 
dence in all advertising is directly 
hurtful to the public. For the 
public has a right to believe ad- 
vertising. 

It is distinctly to our advantage 
that the public, through satisfy- 
ing experience, does have confi- 
dence in the Better Business Bu- 
reaus. Then does not common 
sense dictate that we accept the 
Bureaus as our best contact with 
the public, and cooperate with 
them to make all advertising 
worthy of public confidence? 

One other constructive move- 
ment originated by the Associated 
Advertising Clubs has been com- 
pletely lost for lack of interest 
and support by the advertising 
industry. That was the National 
Advertising Commission, made up 
of representatives of the various 
departmentals and divisions, and 
set up to function as the supreme 
court of advertising. Its purpose 
was sound and its plan of action 
sane. It would have avoided 
many of the distressing condi- 
tions that have plagued advertis- 
ing and our relations with the 
public. But the same free souls 


Beer Equipment 


Catalog on beer dispensing equip- 
ment and accessories. Includes such 
items as beer faucets, hand air pumps, 
hydraulic and electric beer pumps, 
novelty and coil boxes, gas regulators, 
coil cleaning equipment, air distribu- 
tors, draft tubes, taps and individual 


who now resist an imaginary en- 
croachment on their personal 
rights by the Bureaus, felt that 
the Advertising Commission might 
restrict their freedom to do what 
they wanted when they wanted, 
regardless of the effect on the 
public. 

Let’s make sure that neither 
enemies nor false friends rob us 
of the benefits to be derived from 
an expansion of the Better Busi- 
ness Movement, another contribu- 
tion of the Associated Advertis- 
ing Clubs to the service of the 
advertising industry through its 
service to the public. Keep in 
mind the fact that the integrity 
of the Bureaus has been tested and 
proved, for through all these 
years there has been no success- 
ful attack on either the movement 
or the individual Bureaus, al- 
though every known device of the 
crooked promoter has been 
brought to bear in repeated at- 
tempts to destroy this obstacle to 
the accomplishment of their pur- 
poses to rob and cheat an un- 
suspecting public. Neither has 
there been a scandal in the lives 
of the Bureaus or their executives. 

In this hour when business 
truly needs a friend to protect it 
against inspired misunderstand- 
ings, and deliberate misinterpre- 
tation of the profit motive; in 
this hour when the consumer 
needs a friend to protect him 
from the racketeer and the ex- 
ploiter, and to save him from 
prejudice and distrust of business 
—in this hour buyer and seller, 
publisher and subscriber, adver- 
tiser and reader, all should join 
enthusiastically in rallying to the 
support of their mutual friend, 
the Better Business Bureau, which 
I now nominate as Public Friend 
No. 1. 


keg pressure controls. Catalog is loose- 
leaf type, 70 pages, 9% x 6% inches. 
Corbin Cabinet Lock Co., 96 Lafayette 
St., New York City, is distributor in 
New York metropolitan area. The 
Bishop & Babcock Mfg. Co., Cleveland 
Ohio. 
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STEVENS 


SHOTGUNS 


BUCKHORN .22 RIFLES 
e 
Send for Dealer Price List 
J. STEVENS ARMS COMPANY 


Division of 
AY SAVAGE ARMS CORPORATION 
Dept. L-15, CHICOPEE FALLS, MASS. 


























WITH THE 


BEST BRUSHES 


YOU and your customer get the 
full benefit of fine paint pro- 
ducts plus finer painting work- 
manship. Pride of accomplish- 
mentsuggests the name BAKER 
on every BRUSH job.Anywheres 
Always « 











Fundamentally Yours 


BAKER BRUSH CO., INC. 


87GRAND STREET+ NEW YORK 





7 ‘ s 4 | " 
Punda rent 








Genuinely 
Friendly 
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@ In CLEVELAND it’s THE HOLLENDEN 
@ In Co_umsus it’s THE NEIL HOUSE 
@ In AKRON it’s THE MAYFLOWER 
@ In To.epo it’s THE NEW SECOR 
@ In Dayton it’s THe BILTMORE 
@ For Your Winter Vacation:— 
@ In Miami Beacu it’s THE FLEETWOOD 





















ror Greater 
Security anv 
PROFIT 


The ILCO trademark is the sign 
of security. It means the finest 
in materials and workmanship. 
Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines. 


INDEPENDENT LOCK CO. 
FITCHBURG, MASS., U.S.A. 


The Symbol 
of Supreme Lock Protection 
Branches in All Principal Cities 

















When home owners hit and chip 
porcelain or enamel fixtures— 
Tilette Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain an. 
Enamel Sinks, Bath Tubs, 
Lavatories, Refrigerators, etc. 
Ready for use, waterproof, 
dries quickly with a perma- 
nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Liberal profit. 
Ask your jobber to supply 
you. If he cannot, write 
to us. 


TILETTE 
CEMENT CO., INC. 


401 Lafayette St., 
NN. ¥. G. 

















1115 Temple St., 
Los Angeles, Calif. 
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THIS NEW ALL-METAL 
REVOLVING DISPLAY 











A display of Moore Push- 
Pins, glass and aluminum 
| heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 
A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 
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ALWAYS NEEDED: 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 
PERSONAL SALES CONTACTS 
Price $10.00 a Copy CREDIT DEPARTMENT 

Check with Order DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 


239 W. 39th ST., NEW YORK, N. Y. 

















Web Saw 
Blades 





Ask your jobber or write Factory Sales Agents 
Sandvik Saw & Tool Cerporation 


47 Warren Street 740 Washington Ave., North 








New York, N. Y. Minneapolis, Minn. 
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Here are 30 More Answers to the Question: 


“WHO MAKE 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing to 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


issue. 


New York City: Who makes re- 
volving crystal balls of the type used 
in ball rooms, etc?—S. S. Jobbing 
House. 


ANSWER: C. I. Newton & Co., 
251 W. 14th St., New York City. 


*& & 


WititaMsport, Pa.: Where can we 
buy the Sure Shot tool which is used 
for centering screw holes in apply- 
ing butts, etc.?—Richlin Hardware 
Co. 


ANSWER: Trimble & Funk Mfg. 
Co., Inc., Baltimore, Md. 


* & 


Queens Vittacez, N. Y.: Where can 
we buy the device used by grocery 
stores for removing packages from 
high shelves?—James & Hawkins. 


ANSWER: J. Pederson Mfg. Co., 
Bridgeport, Conn. 


* & 


Rwcewoon, N. J.: Supply address 
of the Prentice Mfg. Co., makers of 
zipper fasteners.—Ridgewood Hard- 
ware Co., Inc. 


ANSWER: G. E. Prentice Mfg. 
Co., New Britain, Conn., and a New 
York City office is maintained at 200 
Fifth Ave. 


%& & 


GAINESVILLE, Ga.: Who makes 
door locks and hardware trade-mark- 
ed with a three-leaf clover design?— 


Hosch Bros. Co. 


ANSWER: Lockwood Hardware 
Mfg. Co., Fitchburg, Mass. 
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San Antonio, Texas: Who makes 
the little nickel-plated hat clamps 
as used on the back of church pews, 
bus seats, etc.?2—-Wm. Van Hoogen- 
huyze Hardware Co., Inc. 

ANSWER: Stanley Works, New 
Britain, Conn. 

#2 # 


Hupson, Mass.: Who makes Tal- 
cott belt fasteners ?—Robinson Hard- 
ware Co. 

ANSWER: W. O. & M. W. Talcott, 
Inc., 91 Sabin St., Providence, R. I. 


* & & 


MatverneE, L. I., N. Y.: Who 
makes Beco Ware enameled ware ?— 
Louv Hardware Co. 

ANSWER: Bellaire Enamel Co., 
Bellaire, Ohio. 


* * & 


Orance, N. J.: Who makes the 
Kitchen Pride stove? — Apartment 
House Supply Co. 

ANSWER: Caloric Gas Stove 
Works, Trenton Ave., and Tioga Sts., 
Philadelphia, Pa. 


* & 


Roseavu, Mrnn.: Where can repairs 
for a Floral City wood furnace be 
obtained ?—George J. Row Lumber 
Co. 

ANSWER: Floral City Heater Co., 
Monroe, Mich. 


* & & 
Sr. ANNE, Itt.: Who makes Porter 


hay carriers and track—St. Anne 
Hardware Co. 


ANSWER: J. E. Porter Corp., Ot- 
tawa, Ill. 


Tacoma, Wasu.: Furnish name 
and address of the manufacturer of 
Miller radiator brackets—Washing- 
ton Hardware Co. 


ANSWER: Miller Specialties Co., 
Van Wert, Ohio. 


* 2 


St. Louis, Mo.: Who makes the 
Fresco Lime-O-Lemon squeezer?— 
Schroeter Bros. Hardware Co. 


ANSWER: American Lime Corp., 
373 Washington St., New York City. 


Ss... > 


Deriance, Onto: Provide names 
and addresses of manufacturers of 
window screens that are electrically 
charged to kill flies—Hoyt Hardware 
Co. 


ANSWER: Harvard Electric Co., 
2608 W. Flournoy St., Chicago, IIl., 
and National Electric Screen Co., 29 
N. Peoria St., Chicago, Ill. 


* + 


GREENVILLE, Pa.: Who makes (1) 
a vegetable dicer, which is uséd es- 
pecially for cutting beets and pota- 
toes in small cubes, and (2) the 
Hutchison self-centering garage door 
bolt?—H. D. Whieldon. 


ANSWER: (1) K-D Mfg. Co., 


Lancaster, Pa., and (2) the Hutchi- 
son Mfg. Co., Wilkinsburg, Pa. 


* * * 
Aruincton, Mass.: Who makes 


Hall Mark bathroom fixtures?— 
Leon H. Brown. 


ANSWER: Hallenscheid & Mc- 
Donald, 1344 W. Washington Blvd., 
Los Angeles, Cal. 


* * x 


Emporia, Va.: Who makes the 
Enders Royal Service shotgun?— 
W. T. Tillar Co. 


ANSWER: This is a special brand 
of the Simmons Hardware Co., 
wholesale, 900 Spruce St., St. Louis, 
Mo. 
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Daytona Beacu, Fta.: Provide 
address of the maker of Noxon 
brass polish—Dunn Bros. Hardware 
Co. 


ANSWER: Noxon Inc., 405 Lex- 
ington Ave., New York City. 


* * 


LoweE.t., Mass.: Who makes gold 
pans, such as are used for washing 
gold from streams ?—Middlesex Sup- 


ply Co. 


ANSWER: Northwest Metal 
Products, Inc., 149 W. Spokane St.. 
Seattle, Wash. 


* * # 


Reapinc, Pa.: Furnish name and 
address of the manufacturer of the 
Knowles fire pump.—Bright & Cor 


ANSWER: Worthington Pump & 
Machinery Corp., East Harrison. 
Ne. 


* * * 


PHILADELPHIA, Pa.: Who makes 
the Batts Wishbone garment 
hanger?—Murta, Appleton & Co. 


ANSWER: John Thos. Batts, Inc., 
Grand Rapids, Mich. 


* * * 


CLaIRTON, Pa.: Where can we se- 
cure parts for the Beauty Klip hair 
clipper?—Clairton Hardware Co. 


ANSWER: Allover Mfg. Co., Ra- 
cine, Wis. 


* * * 


MARSHALL, Micu.: Furnish names 
and addresses of tomato juicers of 
the type resembling a food chopper 
in appearance——Brandes & Mc- 
Clure Hardware. 


ANSWER: Grandinetti Mfg. Co.., 
1101 Court St., Syracuse, N. Y.; 
Aurelio Tanzi Engineering Co., 237 
Fourth Ave., New York City, and 
Enterprise Mfg. Co. of Pennsylvania, 
Third & Dauphin Sts., Philadel- 
phia, Pa. 
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The “Who Makes It’’ issue of Hardware Age enables you 


to quickly locate sources of supply and helps you answer 


many questions regarding brand names, products, etc. 


WavukecaANn, Ixtt.: Who makes 
thread cutter for threading wooden 
screws such as are used on wooden 
cabinet makers clamps?—Silver 
Hardware Co. 


ANSWER: These can be pur- 
chased from the H. Boker Co., Inc.. 
101 Duane St., New York City. 


* * * 


Cuicaco, Itt.: Who uses the trade- 
name John Trimble on knives and 
razors?—John M. Skodon. 

ANSWER: Belknap Hardware & 
Mfg. Co., Inc., Wholesale, 111 E. 
Main St., Louisville, Ky. 


* * * 


Newark, N. J.: Advise name and 
address of the maker of truck casters 
marked B G_ Buffalo—Louis D. 
Yecies & Sons, Inc. 

ANSWER: Buffalo Pulley & 
Caster Co., Inc., 184 Breckenridge 
St.. Buffalo, N. Y. 

* * * 

Catskitt, N. Y.: Where can re- 

pair parts for a Barthel blow torch 


be obtained ?—Catskill Hardware & 
Lumber Co., Ine. 


ANSWER: Van Praag Sales 
Corp., 22 E. 17th St., New York City. 


* * %* 


NewrTown, N. J.: Where can we buy 
a small snow plow for use on a 


truck?—Wm. W. Woodward Hard- 


ware Co, 


ANSWER: Baker Mfg. Co., 526 
Stanford Ave., Springfield, Ill.; Carl 
H. Frink, 216 Webb St., Clayton, 
N. Y., and Good Roads Machinery 
Corp., 1937 Kitts -Road, Kennett 
Square, Pa. 


* * * 


Hackensack, N. J.: Who makes a 
magnetic brad punch, as used with 
small brads for screen work?—Ro- 
maine Hardware Co., Inc. 

ANSWER: Waterson’s, 28 E. 
Larned St., Detroit, Mich. 


* * * 


AppLeton, Wis.: Where can we 
purchase the Pipe straight razor as 
made in Sheffield, England?—Ap- 
pleton Hardware Co. 


ANSWER: Wm. Langbein & Bro., 
48 Duane St., New York City. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ -06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 
BR Ome ccvcdccocncivocvsesiccusae’ $5.00 
Each additional inch...........++. 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


Psi gage 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, ete., will 
not be forwarded. 

am @ «= 
Address your correspondence and replies to 

HARDWARE AGE 
Classified Opportunities Dept. 

239 West 39th St., New York City 








SALES ACCOUNTS WANTED | SALES ACCOUNTS WANTED | SALES ACCOUNTS WANTED 








WE WanT I More HarpwareE LINE 


way of doing a better job and selling more merchandise for 
any client we serve. 


We are the National Sales Representatives for only one 
account, namely, The Irwin Auger Bit Company of Wil- 
Besides serving them as sales agents, we 
have handled their sales promotional and advertising for 
During this time, their business has 
increased over 500%, due to individual and concentrated 
efforts on sales and advertising. We're doing a god job for 
them, and we’re ready for one more line. 

It is our belief that a concentrated selling attack and 
individual effort on a few accounts, is more profitable for 
This method is a sure-fire 


ADDRESS BOX C-269, CARE OF HARDWARE AGE, 


mington, Ohio. 


more than two years. 


us and for those we represent. 


prefer. 


from you. 


Our organization is set up to give you sales representation in 
any or all states in this country and in foreign countries. 
We can offer you sales promotional and advertising service 
in connection with our efforts in the field, or singly if you 


If you are interested in our individual and concentrated 
efforts of selling for a selected few, we would like to hear 


239 W. 39TH STREET, N. Y. C. 








HOUSEWARE LINES WANTED BY OUR 
Pittsburgh and Mimi offices for sales to the 
department and jobbing trades. Affiliated manu- 
br tpl representatives group. Address Box 
*-259, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


FOR ARGENTINA—WANTED LINES © OF 
staple items and household novelties. Only in- 
terested in articles produced at low costs and that, 
for this reason, can be sold abroad in spite of tariff 
barriers. Address—José Rodriguez, Peri 1417, 
Buenos Aires, Argentina. 





MANUFACTURERS’ LINES “WANTED 
FOR HARDWARE, electrical and automotive 
trade in States of Oregon, Washington, Idaho and 
Utah. Straight commission basis. Can furnish 
best of references. Correspondence invited. Ad- 
dress Box C-233, care of Harpware AcE, 239 W. 
39th St., N. Y. . City. 


WESTERN REPRESENTATIVE OF The 
Budke Stamping Co., Wisconsin Abrasive Co., 
will be East the last two weeks of October, first 
two November. Desirous contacting manufac- 
turers’ herdware houseware lines. Interested in 
Denver West Coast representation. Address Box 
C-263, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


MANUFACTURERS’ LINES WANTED FOR 
THE WHOLESALE AND LARGE 
HARDWARE AND ELECTRICAL 
TRADE IN STATES OF ARKANSAS, MIS- 
SISSIPPI AND AILABAMA ON STRAIGHT 
COMMISSION BASIS. INTERESTED ONLY 
IN LINES OF KNOWN MANUFACTURERS 
OF QUALITY MERCHANDISE. CORRE- 
SPONDENCE INVITFD. ADDRESS BOX 
C-261, CARE OF HARDWARE AGE, 239 WEST 
39TH ST., NEW YORK CITY. 





MANUFACTURERS’ REPRESENTATIVE 
COVERING CALIFORNIA, OREGON and 
Washington wants established or new lines for 
Wholesale Hardware trade. Have been covering 
this territory for ten years and can furnish 
best of references. Correspondence invited. Ad- 
dress Box C-250, care of Harpware Ace, 239 
West 39th St., New York City. 





VOLUME LINES WANTED BY WELL- 
ESTABLISHED, responsible sales organization 
covering the better class department stores, resi- 
dent buying offices, general merchandise, drug, 
and hardware jobbers in the Metropolitan Market 
(New York City, Brooklyn, and New Jersey). 
References given. Commission basis. Address 
Merchandising Sales Service, 151 Fifth Ave., 
and 925 Broadway, N. Y. City. 








"Hew WANTED 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





” BUYER—SPORTING GOODS AND CUT- 
LER Y—experienced, small jobbing organization 
in Middle Atlantic States. Write fully all about 
yourself, salary, etc. Address Box C-271, care of 


HARDWARE _AcE, 239 W. 39th St., N. Y. City. 


BUYER TOOL S “AND ‘GENERAL LINE for 
large Eastern jobbing house. State age, salary 
expected and complete detzils in your letter. 
Address Box C-270, care of Harpware Ace, 239 
W. 39th St., N. Y. Taseim 


BUSINESS OPPORTUNITIES 


ROOM 30 x 50 or 
Reading to Harrisburg 
eight years). 








SINKING SPRING 
15 x 50 on Highway— 
(successful hardware site for 
wonderful opportunity for a_ live wire. 
very reasonable; inquire E. S. Knouse, 
Box 864, Reading, Pennsylvania. 


FOR SALE: CLEAN UP-TO-DATE general 
hardware store in country town of 5,000 along the 
Delaware Valley. Low rental. Heat furnished. 
Large well lighted show rooms. Good reason for 
selling. About $6,500 stock. Address Stout’s 
i. a and Supply Company, Lambertville, 


Rent 


ry. oO. 
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FOR SALE—ESTABLISHED HARDWARE 
and paint business in a Western New or 
City of 18.000 population. All new stock. Low 
rent. Good location. Address Box C-278, care 
of HarpwarE Ace, 239 W. 39th St., N. Y. City. 








WANTED 
JOB LOTS FACTORY CLOSE OUTS 


Of Night Latches—Lock Sets—Locks— 
Knobs — Cylinders — Padlocks, etc., or 
any merchandise which would be suit- 
able for resale to the hardware trade. 
WACKER LOCK & KEY CO. 
176 No. Wacker Drive, Chicago, Ill. 











P R i N T I N G 
Letterheads E t Invoices 
All are the oun = 
500—$1.50 1 ,000—$2.55 2,000—$4.75 
5,000—$10.50 

Pestage Paid. 


Send Money With Order or Will 
Send C.0.D 


e .0.D. 
Satisfaction Guaranteed or Money Refunded 
MAYFIELD PRINTING CO. Mayfield, Ky. 














CHROMIUM KITCHEN HARDWARE AS 
SHOWN IN ‘HARDWARE AGE,’ JULY 16TH, 
PAGE 49. TERRITORY OPEN IN EAST AND 
SOUTH. AMERICAN BRASS GOODS COM. 
PANY, GRAND RAPIDS, MICHIGAN. 





SEVERAL TERRITORIES ARE OPEN FOR 
assignment by old established paint brush manu- 
facturer. Salesmen wanted who now call on the 
trade. Liberal commissions. Leads furnished. 
Address Box C-279, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





SALES REPRESENTATIVE CALLING ON 
DEPARTMENT stores and hardware jobbers can 
add to his income by the sale of two very desir- 
able items which repeat and build up. Several 
desirable territories still open. Address Box 
C-267, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SALESMEN—IF YOU ARE LOOKING 
for an opportunity to connect with a live jobbing 
organization—here it is. The territory is New 
England—north of Connecticut. Large, complete 
line. Give details as to your experience, whether 
you know the trade, etc. Address Box C-281, 
ose of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 
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SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 








POSITIONS WANTED 





SALESMEN D E S IRIN G PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


MANUFACTURER’S REPRESENTATIVE 
DESIRED TO SELL nationally known line of 


builder’s hardware on commission basis. Must 
be well established with the trade. State lines 
handled and territory covered. Address Box 


C-273, care of Harpware AGE, 239 W. 39th St., 
N.. ¥. Cis. 





SALESMEN WANTED WITH A FOLLOW- 
ING among paint and hardware stores to carry 
a side line of ladders on a commission basis. 
Protected territory—low prices— small orders 
filled—shipment same day as received. Well- 
known manufacturer. Address Box C-265, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN, SELL GUMMED LABELS and 
advertising stickers to paint and hardware trade, 
carton cutter given free with each order for 3,000 
or more; lowest prices, good commission paid 
daily. Men wanted in all eastern cities except 
New York. Write, do not call. Address Safe- 
way Company, 92 Liberty St., N. Y. City. 


SALESMEN NOW REGULARLY COVER- 
ING TERRITORY to handle our line of general 
purpose grinding wheels and sharpening stones as 
side line on commission basis. Highest quality 
merchandise priced right. Must have following 
with wholesale trade only. State territory and 
lines now handled. Address Goodrich Grinding 
Wheel Co., 1500 W. Madison St., Chicago, IIl. 


MANUFACTURER IS SEEKING SPECIAL- 
TY MEN covering the hardware, variety, drug 
and department stores, to book orders for Dome- 
Thatch, an antiseptic scalp pomade. Used to 
dissolve dandruff, check falling hair, baldness, 
itching scalp and eczema. A positive aid to new 
hair growth. Liberal commissions. Address 
Lock Box 22, New Lisbon, Wisconsin. 


MANUFACTURERS’ AGENTS IN SEV- 
ERAL, TERRITORIES to sell hardware, elec- 
trical and related jobbers two unique tools with 
popular appeal. New, patented, non-competitive. 
Thousands already sold automotive and radio 
outlets. Commission. Write fully. Address Box 
C-277, care of Harpware Ace, 239 W. 39th St., 
Ny. X. Gale. 


EXPERIENCED SALESMEN NOW COV- 
ERING HARDWARE dealers to sell wonderful 
new line of metal kitchen and bath stools with 
many exclusive features. Better stools that whole- 
sale for less money. Fast sellers. Write today 
for complete details of attractive proposition to 
Benjamin-Metzger, Inc., 419 St. Pauf St., Ro- 
chester, New York. 




















SALESMEN WANTED (by highly rated man- 
ufacturers—in business over 30 years) to sell a 
line of good dependable, moderately-priced alu- 
minum ware direct to the retail trade. Have 
territory open in Illinois, Indiana, Eastern Penna., 
Missouri, Kansas and Oklahoma. Will consider 
only experienced salesmen who know the retail 
hardware trade in their territory. Full com- 
missions paid weekly. Exclusive territory. Have 
unusual proposition for the right men. Sales 
increasing rapidly. Salesmen can conveniently 
handle one other line in connection with ours. 
Address Box C-274, care of Harpware AcE, 239 
W. 39th St., N. Y. City. 





SALESMEN—LARGE JOBBING HOUSE 
WANTS experienced salesmen who have their 
own cars, to travel New York City territory, 
calling on retail merchants, selling complete line 
of hardware, cutlery, sporting goods, toys, tools. 
Commission arrangement and opportunity to build 
real business. Give complete details of experi- 
ence, references, etc., in your letter, which will 
be held confidential. Address Box C-280, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 


POSITIONS WANTED 











Hardware Personnel 


Our files contain applications of several hundred ex- 
go and well-trained employees in the hard- 
it 
Miadhapsnpes To SERVICE FOR THIS 
to you, just pi 
M XSSOGIATED P a ENT BUREA 
152 West 42nd et ew York City 


. 7-1802, t 4 














BUILDERS’ HARDWARE MAN NOW EM- 
PLOYED wants position in a locality where there 
is building activity. Has had large field of expe- 
tience in buying, selling and figuring hardware 
from blue prints. Address Box C-198, care ef 
Harpware Ace, 239 W. 39th St., New York City. 


MARDWARE MAN, EXPERIENCED IN 
THE FOLLOWING LINES: Mill, factory, con- 
tractors, cabinet makers’ supplies, builders’ hard- 
ware, transmission, mechanics’ tools, etc. Address 
Box C-264, care of Harpware Ace, 239 W. 39th 
St, M.. ¥.. Co. 


TRAVELING HARDWARE SALESMAN 25 
YEARS’ experience selling general hardware and 
tools; have covered Western New York, Northern 
Penn., Indiana and Michigan. Can furnish good 
reference. Address Box C-258, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


CAN YOU USE A YOUNG MAN well 
equipped to handle any detail of the apartment 
house supply business through 10 years’ experi- 
ence in that game. The last 6 years spent with 
C. D. Greenbaum. Address Box C-275, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


SOUTHERN CALIFORNIA YOUNG 
SALESMAN CONSISTENT leader of national 
sales organization offers full time aggressive rep- 
resentation in this territory to manufacturer of 
outstanding line sold through hardware dealers 
and jobbers. Address A. C. Dilcher, 3050 Vir- 
ginia Road, Los Angeles, California. 


BUILDERS’ HARDWARE SALESMAN 
WOULD LIKE to connect with manufacturer of 
chromium kitchen hardware and kindred lines for 
New Jersey. Have large following with retail 
and wholesale dealers, also lumber trade. Best 
of reference. Address Box 4% care of Harp- 
warE AcE, 239 W. 39th St., N. ’y. City. 


YOUNG MAN NOW EMPLOYED SEEKS 
position as manufacturer’s or jobber’s represen- 
tative. Western New York area preferred. Eight 
years’ experience retail and wholesale hardware 
have made possible a fine acquaintance in this 
territory. Twenty-five years of age, very adept 
at learning; good appearance. Best of references 
furnished. Address Box C-266, care of Harp- 
warE AcE, 239 W. 39th St., N. Y. City. 























LOOKING FOR A MAN TO sell your prod: 
uct, Connecticut, New York or New Jersey? 
Calling on electrical and hardware jobbers and 
dealers for 8 years. If you will mail samples, 
price list, shall lose no time showing good results. 
Salary or commission. Good references. Address 
Box C-272, care of Harpware AGE, 239 W. 39th 
Sm. ¥. Cry. 


ELECTRICAL SUPPLIES BUYER AND 
SALES Manager desires position to expand such 
a department or will institute one. Can build 
good volume with hardware dealers. Fifteen years’ 
varied electrical experience. Also mail order 
experience. Conscientious and diligent worker. 
Reputation in the trade very satisfactory. Ad- 
dress Box C-257, care of Harpware Ace, 239 
West 39th St., New York City. 


YOUNG LADY, 15 YEARS’ EXPERIENCE 
as price clerk with wholesale hardware, housefur- 
nishings and electrical jobber in charge of billing 
department, issuing credits, comptometer operator 
—desires position of similar capacity with New 
York City firm where my ability can be utilized. 











Also experienced in compiling catalogs. edu- 
cation, honest, dependable. Address Box oe 
care of HARDWARE AcE, 239 W. 39th St., N. Y. 
City. 

MANUFACTURER’S AGENT, 34, MAR- 


RIED, WITH STRONG following in metropoli- 
tan territory New York and New Jersey, with 
hardware and house furnishing jobbers, . chain 
stores, also automotive jobbers and large auto 
chain stores, desires to represent manufacturer on 
straight commission basis. Twelve years’ experi- 
ence, good record, excellent reference. Address 
Box C-253, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secordary. Free to go anywhere. Middle 
West or South preferred. Address Box C-242, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 


EXPERT ACCOUNTANT—BOOKKEEPER 
OFFICE AND Credit Manager, executive type, 
seeks connection with reputable manufacturer or 
jobber. Ten years’ experience in line of hard- 
ware, plumbing and electrical supplies, perform- 
ing above duties, also as an able correspondent and 
systematizer. Highest references available at- 
testing chatacter and ability. Address Box C-251, 
care of Harpware AGE, 239 West 39th St., 
New York City. 

















ALL is Here— 


and with it the beginning of a New Business Year. 


Be sure your sales force is Adequate to insure your getting 
your share of the increased Business of 1937. 


If you have an opening for one or more GOOD MEN-Let 





them know about it through the Classified Advertising Pages 
of HARDWARE AGE. 
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The Hardware Age Special Train to 


Atlantic City Convention 


Via Pennsylvania Railroad from 


Chicago, St. Louis, Cincinnati, Detroit, Columbus, Pittsburgh 
and other points en route (detailed time schedule below) 





A Through Train with No Change at North Philadelphia 
Modern, Air-Conditioned, All-Pullman Equipment 


Leaves Chicago, Saturday, October 17, 1936, at 10:20 a.m. (Other points as indicated. ) 
Arrives in Atlantic City, N. J., Sunday Morning, October 18, 1936, at 9:30 





The HARDWARE AGE SPECIAL has been arranged for your convenience. The new low railroad rates of three 
cents per mile on Pullman trains is in force which is cheaper than former convention round trip rates. There 
is also in force, effective October 1, 1936, an all year tourist round trip rate between Chicago and Atlantic City 
at $50.45, going both ways via the same line. Your local travel agent, or railroad ticket office, or any Pennsyl- 
vania Railroad representative can route you on this special through train via or connecting at any of the points 
given in the detailed schedule below. Any of these agents can furnish you with specific railroad fare and new 
low Pullman rates. Reservations can also be made through the HARDWARE AGE EDITORIAL DEPT., 239 


West 39th Street, New York City. 















Time Table Schedule of the HARDWARE AGE SPECIAL 


Lv. Chicago 10:20 a.m. Lv. Cincinnati PRR 
Lv. Mansfield 4:25 p.m. ns dlls 12:55 $.30 EST 
, v. Columbus :50 p.m. 

Lv. Alliance 6:25 pm. Ar. Pittsburgh 8:30 p.m. 
Lv. Detroit No. 452 1:01 p.m. Ly, Pittsburgh 8:35 p.m. 
Ar. Mansfield 4:16p.m._ Ar. Atlantic City 9:00 a.m. 
Lv. Cleveland No. 338 ‘ Lv. St. Louis Wab. Ry. 

5:00pm. on cr Pm 

. r. Chicago :<U a.m. be 

Ar. Alliance 6:17 p.m. Lv. Kansas City CB&QRR 
Ar. Pittsburgh 8:15 p.m. 8:15 p.m. 
Lv. Louisville L&NRR Ar. Chicago Union Station 


7:25 a.m. CST 8:35 a.m. f 
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BRUSHES 


mean more profit from your brush counter. 
Ask your jobber. 
JHE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue Cleveland, Ohio 


Ca Sales Offices: New York-Detroit-Chicago-San Francisee & 








LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


VADMABAS 


if they're 
W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 








The BOSTON LINE of Garden Hose 


EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 





BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 











We stock a complete assortment of rubber 
tips bumpers, and are equipped to oo 
facture most anything for your 

quirements. Catalogue No. 50 on sopnent. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 























To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 








BAKELITE ROUND 
NON-BREAKABLE CASTER CUPS 











Highly Polished Special Mahogany- 
colored Bakelite, NON-BREAK- 
ABLE. Packed six sets in a carton. 
The most beautiful and practical 
caster cups made and at a price 
within the reach of all. Retail at 
20¢ per set—4 pieces size 2 3/32 ins. 
40¢ per set—4 pieces size 2 7/16 ins. 


Ask your jobber, if not supplied—write us. 


ROBERT E.MILLER, Inc., 35 Pearl St., New York, N.Y. 














“DOMES of SILENCE’’ 
Insulated Rubber Cushion Glides 


Insulated with resilient live red rubber to prevent all noise, are 
now packed in a display container, size 434 x 7'/2, contains 15 
sets of size ¥g” and 10 sets of size 34”—total of 25 sets. 
Retail price complete—$2.50 per an assortment of 25 sets 

Retail price 10c per set of four 

pieces. Refills packed 12 sets of 

either size in small box. Most popular 

sizes for home use and for use on 

chairs in bathrooms, in the home and 

all restaurants, schools, etc., that 

have tile or hard surfaced floors, 


where silence is necessary. 
Ask your Jobber, if not supplied, write us. 











DOMES of SILENCE, Inc., 35 Pearl St., New York, N.Y. 
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LET THIS STOVE PIPE SALESMAN 


4} WORK FOR YOU all day Long 


You can have a special Stove Pipe salesman this fall. He will 
work for you every day, all day long— constantly calling the 
attention of your customers to Stove Pipe and Elbows. He will 
make your store more attractive and increase your Stove Pipe 
business. He is the 


MILCOR- 
STOVE PIPE DISPLAY RACK 


Order the rack to be shipped with your LockJoint and Titelock 
Stove Pipe and Elbows. Made from 7 pieces of notched 100- 
point bristol board. Assembled in a jiffy. Strong, sturdy, light 
and practical. Printed in five colors and lined with buff cover- 
ing. This is the Stove Pipe merchandising 

THE sensation of the year! 


MILCOR 
STOVE PIPE 





SELL /OCK JoiINT STOVE PIPE 


LockJoint is the finest Stove Pipe on the 
market, bar none. So easily locked that a 
child can put it together, but a giant can- 
not take it apart. If you haven't seen the 
exclusive "Fade-away" Crimp on Milcor 
MADE BY < Stove Pipe and Beaded Corrugated Elbows, 


send for a sample today. 


T H E L E A D I N G BUY THRU YOUR JOBBER 
MANUFACTURER 


STOVE PIPE, ELBOWS, 
AIRTITE HEATERS, ATTRACTS 


ATTENTION 


GALVANIZED AND ANYWHERE 


IN YOUR 


TIN FURNACE PIPE STORE 
AND FITTINGS... 





aeell HEATERS “itcor 


The AIRFLO Circulating Heater has 
vents at top and bottom which create 
circulation of warm air throughout the 
room. It works like a modern warm air 
furnace and is remarkably efficient, sturdy 
and well-built for tasting satisfaction 
The MILCOR Is another member of a 
fine family of heaters. It has a large, 
good-looking feed door, designed to op- 
erate perfectly under all conditions. If 
you are not acquainted with these Air- 
tite Wood-burning Heaters, send for our 
new, attractive circular. 





MILCOR STEEL COMPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 
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“DIAMOND EDGE IS A, QUALITY PLEDGE ~ 
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